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PERIODICAL  NEWSPAPER 


1998  BEST  OF  GANNETT  WINNERS 


Here  are  the  top  winners  of  our  22nd 
annual  Best  of  Qannett  contest  and  of 
other  company  news  awards. 

Outstanding  Achievement  Award  for  Best 
News  Performance  and  Gold  Medal  Winner 

Winner:  The  Detroit  News. 

Finalists  and  Gold  Medal  winners:  The 

Reporter,  Lansdale,  Pa.;  The  Tennessean, 
Nashville;  Poughkeepsie  (N.Y.)  Journal; 
Rochester  (N.Y.)  Democrat  and  Chronicle. 

Editor  of  the  Year 

Winner:  Derek  Osenenko,  Poughkeepsie  (N.Y.) 
Journal.  Rrst  runner-ug:  Mark  Silverman.  The 
Detroit  News.  Second  runner-up:  Bob  Ritter, 
The  Journal  News,  Westchester  County,  N.Y. 

President’s  Ring  winners:  Jane  Amari,  The 
News  Journal,  Wilmington,  Del.;  Tom  Callinan, 
Rochester  (N.Y.)  Democrat  and  Chronicle; 
Mickey  Hirten,  The  Burlington  (Vt.)  Free 
Press;  Bennie  Ivory,  The  Ck)urier-Joumal, 
Louisville,  Ky.;  Dennis  Lyons,  The  Reporter, 
Lansdale,  Pa.;  Ray  Ollwerther,  Asbury  Park 
Press,  Neptune,  N.J.;  Frank  Sutherland,  The 
Tennessean,  Nashville. 

Public  Service 

Division  I:  The  Courier-Journal,  Louisville,  Ky. 
Division  II:  Statesman  Journal,  Salem,  Ore. 
Division  III:  Visalia  (Calif.)  Times-Oelta. 

Most  Improved  Newspaper 

Winner.  Montgomery  (Ala.)  Advertiser. 
Runners-up:  Battle  Creek  (Mich.)  Enquirer; 
Green  Bay  (Wis.)  Press-Gazette; 
Chronicle-Tribune,  Marion,  Ind.;  The  Times, 
Shreveport,  La. 

Freedom  of  Information  Award 

Winner.  Rochester  (N.Y.)  Democrat  and 
Chronicle.  Finalists:  Asheville  (N.C.)  Citizen- 
Times;  The  Burlington  (Vt.)  Free  Press;  The 
Courier- Journal,  Louisville,  Ky.;  Reno  (Nev.) 
Gazette-Journal. 

Dutstanding  Achievement 
hy  a  USA  TODAY  News  Staffer 

Winner:  Cathy  Hainer. 

Outstanding  Achievement  hy  an  Individual 

Division  I:  Jerry  Mitchell,  The  Clarion-Ledger, 
Jackson,  Miss.  Division  II:  Dave  Peyton, 

The  Herald-Dispatch,  Huntington,  W.Va. 
Division  III:  Jim  Albanese,  The  Californian, 
Salinas,  Calif. 

William  Ringle 

Outstanding  Achievement  Career  Award 

Winner.  Jerry  Mitchell,  The  Clarion-Ledger, 
Jackson,  Miss. 

Outstanding  Achievement  in  Writing 

Dhrisiott  I:  Jeff  Zeleny,  The  Des  Moines 
Register.  Division  II:  Kristen  Green,  Statesman 
Journal,  Salem,  Dre.  Division  III:  Melvin  Durai, 
Public  Dpinion,  Chambersburg.  Pa. 


Feature  Writing 

Division  I:  Jeff  Zeleny,  The  Des  Moines 
Register.  Division  II:  Bob  Baird,  Rockland  (N.Y.) 
Journal-News.  Division  III:  Melvin  Durai,  Public 
Opinion,  Chambersburg,  Pa. 

Spot  News 

Division  I:  The  Detroit  News. 

Division  II:  Montgomery  (Ala.)  Advertiser. 
Division  III:  Iowa  City  Press-Citizen. 

Investigative  Reporting 

Division  I:  Jerry  Mitchell,  The  Clarion-Ledger, 
Jackson,  Miss.  Division  II:  Nancy  Bazilchuk,  The 
Burlington  (Vt.)  Free  Press. 

In-Depth  Reporting 

Division  I:  Jerry  Mitchell,  The  Clarion-Ledger, 
Jackson,  Miss.  Division  II:  Syeda  Ferguson, 
Times  Herald,  Port  Huron,  Mich. 

Specialty  Reporting 

Division  I:  David  Mastio,  The  Detroit  News. 
Division  II:  Matt  Fitzsimons,  The  Desert  Sun, 
Palm  Springs,  Calif.  Division  III:  J.C.  North, 
Public  Opinion,  Chambersburg,  Pa. 

Sports 

Division  I:  The  Courier-Journal,  Louisville,  Ky. 
Division  II:  El  Paso  (Texas)  Times. 

Division  III:  Iowa  City  Press-Citizen. 

Business/Consumer  Reporting 

Division  I:  Maribel  Perez  Wadsworth  and 
Mike  Hoyem,  News-Press,  Fort  Myers,  Fla. 
Division  ll:  Poughkeepsie  (N.Y.)  Journal. 

Division  III:  Lynda  Rea,  Battle  Creek  (Mich.) 
Enquirer. 

Staff  Enterprise 

Division  I:  The  Detroit  News. 

Division  II:  Poughkeepsie  (N.Y.)  Journal. 

Enterprise 

Division  III:  The  Marietta  (Ohio)  Times. 
(In-Depth/Investigative  Reporting  and  Staff 
Enterprise  were  combined  as  Enterprise  for 
Division  III.) 

Editorial  Cartoons 

All  divisions:  Steve  Breen,  Asbury  Park  Press, 
Neptune,  N.J. 

Editorials 

Division  I:  The  Des  Moines  Register. 

Division  II:  Montgomery  (Ala.)  Advertiser. 
Division  III:  The  Reporter,  Lansdale,  Pa. 

Commentary  Columns 

Division  I:  Cliff  Radel,  The  Cincinnati  Enquirer. 
Divisions  ll/lll:  Dave  Peyton,  The  Herald- 
Dispatch,  Huntington,  W.Va. 


Packaging  and  Presentation 

Division  I:  The  Courier-Journal,  Louisville,  Ky. 
Division  II:  Poughkeepsie  (N.Y.)  Journal. 

Division  III:  Sarah  Shrode,  Palladium-Item, 
Richmond,  Ind. 

Headlines 

Division  I:  The  Detroit  News. 

Division  II:  Statesman  Journal,  Salem,  Ore. 
Division  III:  Jim  Albanese.  The  Californian, 
Salinas,  Calif. 

Informational  Graphics 

Division  I:  Dan  Garrow,  The  News  Journal, 
Wilmington,  Del.  Division  II:  Tak6  Uda,  Great 
Falls  (Mont.)  Tribune.  Division  III:  William 
Schulte,  Palladium-Item,  Richmond,  Ind. 

Deadline  Photography 

Division  I:  Rod  Sanford,  Lansing  (Mich.)  State 
Journal.  Division  II:  Rich  Abrahamson,  Fort 
Collins  Coloradoan.  Division  III:  Richard  Green, 
The  Californian,  Salinas,  Calif. 

Non-Deadline  Photography 

Division  I:  Stewart  Bowman.  The  Courier- 
Journal,  Louisville,  Ky.  Division  II:  Spencer 
Ainsley,  Poughkeepsie  (N.Y.)  Journal. 

Division  III:  Bill  Warren.  The  Ithaca  (N.Y.) 
Journal. 

Reader  Involvement 

Division  I:  Erika  Rosenberg  and  Christine 
Ridarsky,  Rochester  (N.Y.)  Democrat  and 
Chronicle.  Division  II:  The  Courier-News, 
Bridgewater.  N.J.  Division  III:  Public  Opinion, 
Chambersburg,  Pa. 

Judges 
Division  I 

Jerry  Ceppos,  Knight  Bidder. 

Jeanette  Chavez,  The  Denver  Post. 

Mary  Dedinsky,  Medill  School  of  Journalism, 
Northwestern  University. 

Michael  Finney,  World  Media  Company, 

Omaha  (Neb.)  World-Herald. 

Cora  Mallory-Davis,  reader  of  the  Poughkeepsie 
(N.Y.)  Journal. 

Mark  Zieman,  The  Kansas  City  (Mo.)  Star. 

Division  II 

Nancy  Baca,  Albuquerque  (N.M.)  Journal. 

Dennis  Hetzel,  Yoti  (Pa.)  Daily  Record. 

Linda  Lightfoot,  The  Advocate,  Baton  Rouge.  La. 
The  Rev.  Bill  Miles,  reader  of  The  Tennessean, 
Nashville. 

Steve  Sidio,  Dayton  (Ohio)  Daily  News. 

Terry  Taylor,  The  Associated  Press. 

Division  III 

Mike  Jacobs,  Grand  Forks  (N.D.)  Herald. 

Tom  Jekel,  Daily  Ledger,  Fishers,  Ind. 

Jesus  Lechuga,  reader  of  the  El  Paso  Times. 
Terry  C.  Plumb,  The  Herald,  Rock  Hill,  S.C. 

Brian  Stallcop,  The  Sun,  Bremerton,  Wash. 

Jan  Yopp,  School  of  Journalism  and  Mass 
Communication,  University  of  North  (Carolina, 
Chapel  Hill. 
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NEWSPAPERS  AT  THEIR  BEST 
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Excellent  Work  Wins  Rewards, 
Serves  the  Readers  Well 


The  Detroit  News  has  had  a  year  of  dramatic  changes.  More  suburban  coverage. 

More  daily  high-school  coverage.  Revamped  features  sections.  A  new  weekend 
guide.  A  new  health  and  fitness  section.  A  new  personal  finance  and  consumer  section. 
It  also  has  produced  prize-winning  investigative  enterprise. 

For  its  excellent  work,  The  Detroit  News  won  the  Outstanding  Achievement 
Award  in  recognition  of  the  best  news  effort  by  a  Gannett  newspaper. 

Detroit  also  was  the  biggest  winner  in  its  division  of  the  annual  Best  of  Gannett 
competition  judged  by  distinguished  journalists,  educators  and  readers  from  outside  the 
company. 

In  all,  54  newspapers  and  Gannett  News  Service  won  thousands  of  dollars  in  prize 
money  for  bringing  strong  stories,  striking  photos,  compelling  headlines,  informative 
graphics  and  powerful  public  service  to  their  readers. 

Every  year  our  contest  recognizes  and  rewards  excellence  -  something  readers  want 
and  receive  in  our  newspapers  every  day. 


Managing  Editor  Jennifer 
Carroll  led  the  newspaper  to 
eight  Best  of  Gannett  awards 
and  the  top  performance 
award. 


Detroit  News  Publisher  and 


Editor  Mark  Silverman  and 


5&P 
Sl/SSCP/SEPS 


Leam  MORE  about  the  activ¬ 
ities  of  the  FREE  PAPER 


industry  in  FPP,  Free  Paper 
Publisher.  It’s  the  only  maga¬ 
zine  exclusively  serving  the 
free  paper  industry. 

•  Advertising  Sales 

•  Circulation  Strategies 

•  Distribution  Issues 

•  Conference  Wrap-ups 

•  Technical  Updates 

•  New  Media 

•  Awards 

•  People 

•  Ownership  Changes 
...and  much  more 
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THE  COMMUNICATION  LINK  FOR  THE  NEWSPAPER  INDUSTRY  PUBLISHED  INDEPENDENTLY  EVERY  WEEK  SINCE  1884 


I  NEWS  &  FEATURES 


Cover  Story:  Learning  for  a  lifetime  34 

The  re-education  of  the  newspaper  professional 

Cover  :ha  McDttnogh 

Chronicle  to  leave  families’  hands  8 
Running  the  newsroom  by  the  book  9 
News  orgs  call  Time  Out  for  Diversity’  10 

Campaign  calls  for  re-evaluation  of  community  reporting 

Equal  time,  equal  space?  14 

The  Philadelphia  Daily  News  prints  a  rebuttal  on  a  news  page 

Tampa,  St.  Pete  wage  naval  battle  16 
One  Independent  entrepreneur  1 7 

Jason  Watkins,  20,  has  his  own  weekly  and  plans  for  more 

Nexpo  ’99:  high  rollers  in  Vegas  18 


0nly$JJ.97 

for  6  months! 

Call  today 

1-800-783-4903 

Ask  for  special  offer  #69AEP 


A  product  of 


Don’t  look  back,  Mr. 

Hearst,  someone  might  be 
gaining  on  you!  Could  it  be 
Jason  Watkins,  20,  of 
Lordsburg,  N.M.? 

-p.17 


EtSfP  DEPARTMENTS  &  COLUMNS 


Business 

Separating  a  'Community'  of  newspaper  companies 


New  Media 

Artful  Web  site  provides  colorful  information 

Marketing  &  Sales 

The  selling  of  the  mayor,  1990s-style 

Recruitment 

Crossing  distances,  of  all  kinds,  in  the  employment  search 

Syndicates/News  Services 

Giving  celebrities  space  (in  the  newspaper) 

Technology/Pressroom 

Retro(fit)  is  in  as  old  offset  presses  undergo  conversions 

Shop  Talk  at  Thirty 

The  lessons  of  E!  Nuevo  Dia's  speaking  truth  to  power 


New  York  mayor’s  longtime 
PR  chief  may  not  be  writing 
any  new  chapters  on 
“How  to  Win  Friends  and 
Influence  People.” 

-p.46 
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Ed?P  CALENDAR 


JUNE 

5  M  T  W  T  F  S 

1  2  3  4  5 

6  7  8  9  10  11  12 
13  14  15  16  17  IB  19 
20  21  22  23  24  25  26 
27  28  29  30 


17-20  International  Conference  for  Christian 
Journalists,  Gegrapha,  Chichester, 
England. 

30-3  NPPA  ’99  Annual  Convention,  National 
Press  Photographers  Association,  Adams 
Mark  Hotel,  Denver,  Colo. 


JULY  7-1 1  Unity  ’99  Convention,  Seattle  Convention 

S  M  T  W  T  F  S  Center,  Seattle,  Wash. 

_ 1 _ i _ 2-  9-10  Midwest  Free  Community  Papers  Summer 

li~12 'l3~lVl5'l6~  17  Meeting,  Radisson,  Davenport,  Iowa. 

18  19  20  21  22  23  24  1  5-18  American  Association  of  Advertising 

25  26  27  28  29  30  31  Agencies  Account  Planning  Conference, 

Sheraton  Harbor  Island,  San  Diego,  Calif. 
Connections  ’99,  Newspaper  Association  of  America,  Chicago 
Hilton,  Chicago,  III. 

Religion  Newswriters  Association,  Omni  Rosen,  Orlando,  Fla. 
NAA  Marketing  Conference,  Newspaper  Association  of  America, 
Chicago  Hilton,  Chicago,  III. 


AUGUST 


S  M 

T  W  T  F  S 

1  2 

3  4  5  6  7 

8  9 

10  11  12  13  14 

15  16 

17  18  19  20  21 

22  23  24  25  26  27  28 

GUST  4-7  Association  for  Education  in  Journalism 
W  T  F  S  and  Mass  Communications  Conference, 

— — §— 2 — L  Sheraton,  New  Orleans,  La. 

)  11  12  13  14 

r  18  19  20  21  Newspaper  Human  Resources  management 

I  25  26  27  28  Conference,  Inland  Press  Foundation, 

I  TBA,  Chicago,  Ill. 

Special  Sections  Conference,  Inland  Press  Foundation,  Hotel  Inter¬ 
Continental,  Chicago,  III. 

Vi.sual  Edge,  National  Press  Photographers  Association,  Bay  Front 
Hilton,  St.  Petersburg,  Fla. 


SEPTEMBER  5-8  wan  3rd  international  Newspapers  in 
S  M  T  W  T  F  S  Education,  World  Association  of 

- 5 — 2—2 — £  Newspapers,  TBA,  Paris,  France. 

5  6  7  8  9  10  11 

12  13  14  15  16  17  16  SND  Annual  Workshop  &  Exhibition, 

19  20  21  22  23  24  25  Society  for  News  Design,  The  Bela  Center, 

26  27  28  29  30  Copenhagen,  Denmark. 

12-14  Online  Classified  Industry  Symposium,  The  Editor  &  Publisher 
Co.,  Hyatt  Regency,  Austin,  Texas. 

16-18  IFPA  Fall  Conference,  Independent  Free  Papers  of  America,  Airport 
Marriott,  St.louis,  Mo. 

16-19  NLGJA  Convention,  National  Lesbian  and  Gay  Journalists 
Association,  Atlanta  Sheraton,  Atlanta,  Ga. 

22-23  WAN  1999  World  Forum  on  Newspaper  Strategy,  World  Association 
of  Newspapers,  Chateau  de  Bellingslise,  Compidgne,  FraiKe. 


Note:  To  list  events,  please  fax  to  Calendar  Editor  at 
(212)  691-7287  or  e-mail  them  to  calendar@mediainfo.com 
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Will  You 
Profit  From 
Change? 


News¬ 
papers 
recognize 
the  need  to 
evolve  into 
“information 
companies 
to  protect  and  ' 
grow  their  business. 

That’s  a  given.  The  hard  part  is  making  a  profit  at  it. 

At  New  Horizons  Team",  we  can  help  you  identify 
the  right  business  and  revenue  modei  for  a 
profitable  evolution  now,  not  down  the  road. 
Especially,  if  you  publish  a  small  or  medium 
size  newspaper.  We  have  experience  at  it. 

We  were  an  early  innovator  in  voice  technology  and 
revenue  models.  And,  we  were  the  first  newspaper- 
owned  company  to  help  other  newspapers  publish 
telephone  directories  as  a  new  revenue  stream. 

Now,  we  are  developing  a  community  commerce 
business  model  for  smaller  newspapers.  One  that 
integrates  print  &  voice  &  internet  solutions  to  attract 
a  new  segment  of  small  business  advertisers,  and 
generate  incremental  revenue. 

Our  first  “C-Commerce”  offering  is  a  multi-media 
business  directory,  with  a  print  revenue  model. 

We’ve  proven  our  products  work.  Now  we’d  like  to 
show  you.  After  all,  if  it’s  proven  in  Pottsville,  it’ll 
play  in  Peoria,  Portland,  Petoskey,  Piccayune,  etc... 

Call  us  today  for  more  information  on  our 
revenue  generating  products. 


NEW 

HORIZONS 

TEAM” 

Products,  People,  Solutions 
For  Your  New  Media  Needs 

Directory  Division 
Voice  Division 

Community  Commerce  Division 

122  Mahantongo  St.,  Pottsville,  PA  17901-3008 
Phone:  888-NHT-TEAM  •  Fax:570-621-3308 
E-mail:  nht@pottsville.infi, net  •  http//:www.pottsville.com/easytosurf 
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HOT  TYPE 


Time’s  Person 
of  the  Century 

What  do  Adolf  Hitler,  Elvis  Presley, 
and  Mahatma  Gandhi  have  in  common? 
They  are  among  the  historical  figures 
leading  the  race  to  become  Time  maga¬ 
zine’s  Person  of  the  Century  in  one  of  the 
most  debated  and  active  Web  polls  ever. 

Time,  known  for  anointing  a  person  of 
the  year  every  January,  set  up  the  online 


voting  contest  last  year  to  gain  reader 
input  as  it  determines  its  most  influential 
figure  of  the  20th  century.  The  voting  will 
run  through  November,  with  the  final 
choice  published  in  the  first  issue  of 
2000.  Web  editor  Janice  Castro  says  the 
Internet  campaign  has  drawn  more  than 
23  million  Web  ballots  for  the  person  of 
the  century  and  a  related  vote  for  the  top 
100  most  influential  people  of  the  century. 

A  fierce  debate  over  whether  Hitler 
should  be  named  in  the  top  spot  has 
emerged,  says  Castro.  She  says  letters, 
faxes,  and  e-mails  have  been  sent  in  droves 
urging  that  Hitler  not  receive  the  top  spot. 
Late  last  week,  Elvis  Presley  remained  atop 
the  voting,  closely  followed  by  Hitler  and 
Gandhi.  Votes  can  be  made  by  accessing 
Time's  Web  site,  http://www.time.com. 
Castro  says  the  polling  is  only  one  part  of 
the  process  being  used  to  decide  on  a  per¬ 
son  of  the  century,  with  the  final  choice 
made  by  Time's  editors.  —  Joe  Strupp 

Funny  paper’s 
not  so  funny 

A  parody  of  the  Lima,  Peru,  daily  La 
Repuhlica  apjjears  to  be  just  another  devel¬ 
opment  in  the  deadly  serious  campaign  of 
intimidation  against  the  paper  and  its  edi¬ 
tor,  Gustavo  Mohme  Llona,  human-rights 
groups  say.  A  single  issue  of  the  parody, 
which  was  entitled  “La  Repudica”  and 
mimicked  La  Republica's  design  and  type¬ 
face,  showed  up  on  Lima  newsstands  in 
late  May.  The  title  is  a  pun  on  the  Spanish 
word  for  “repudiation.”  The  paper  accused 


Mohme  and  other  journalists  on  the  paper 
of  being  guerrilla  sympathizers. 

Amnesty  International  (AI)  and  Re¬ 
porters  Without  Borders,  a  French  press- 
freedom  group,  say  Mohme  has  received 
death  threats  and  was  also  the  target  of 
false  accusations  on  a  Web  site  whose  cre¬ 
ator  has  ties  to  Peru’s  National  Intelligence 
Service.  In  Lima,  many  journalists  also  see 
the  government’s  hand  in  “La  Repudica,” 
although  President  Alberto  Fujimori 
recently  condemned  the  parody.  The 
Institute  for  the  Defense  of  Consumers  and 
Intellectual  Property,  a  Peruvian  agency, 
discovered  the  parody  was  printed  by  Fenix 
SAC,  which  also  prints  two  pro-govem- 
ment  dailies,  El  Mananero  and  La  Chuchi. 

In  an  “Urgent  Action”  issued  June  13, 
AI  says  its  “initial  concern  has  now 
grown  in  response  to  new  threats  being 
made  against”  Mohme  and  other  journal¬ 
ists.  “AI  suggests  that  if  he  is  to  take  this 
campaign  of  intimidation  seriously,  [Fuji¬ 
mori]  must  guarantee  the  safety  of  the 
journalists  and  demand  that  those  re¬ 
sponsible  for  publishing  ‘Repudica’  be 
brought  to  justice.”  —  Mark  Fitzgerald 

Trashing  the 
competition 

For  an  alternative  newspaper  to  take 
shots  at  its  mainstream  daily  counterparts 
is  nothing  new.  But  at  New  Times  Phoenix, 
the  Arizona  flagship  of  the  New  Times 
alternative  newspaper  chain,  directing 
attacks  on  the  mainstream  Arizona 
Republic  has  become  a  daily  event. 

Using  its  Web  site,  http://www.new- 
timesphoenix.com,  the  alternative  paper 
has  created  a  daily  column  under  the 
anonymous  byline.  The  Flash,  to  offer  a 
daily  rip  into  the  Republic. 

Since  its  May  launch,  the  daily  Internet 
column  has  criticized  the  Republic's  heavy 
coverage  of  presidential  candidate  Dan 
Quayle  —  whose  family  is  linked  to 
Republic-owned  Central  Newspapers  Inc.; 
its  improper  calculation  of  the  street  value 
of  illegal  drugs;  and  its  hype  of  three 
minor-league  pitchers  who  play  for  a  team 
partially  owned  by  the  Republic.  A  recent 
item  called  the  Sunday  crossword  puzzle 
the  best  part  of  the  Sunday  paper. 

“We  have  a  lot  of  fun  with  them 
because  there  is  so  much  to  make  fun  of,” 
says  New  Times  editor  Jeremy  Voas,  who 
declined  to  say  who  writes  The  Flash. 
Voas  says  the  online  column  has  become 
so  popular  that  he  gets  phone  calls  if  it 


isn’t  up  by  noon  each  day.  Republic  edito¬ 
rial  page  editor  Keven  Willey  says  she  ini¬ 
tially  welcomed  a  place  for  constructive 
criticism,  but  says  the  Web  comments 
have  become  tiresome.  “When  criticism  is 
so  knee-jerk  there  is  really  no  need  to  read 
it,”  .she  says.  —  Joe  Strupp 

Marketing: 

‘Just  Do  It’ 

Times  Mirror  Co.  CEO  Mark  Willes,  the 
former  General  Mills  Inc.  executive  whose 
draconian  cost-cutting  at  Times  Mirror 
earned  him  the  nickname  “Cereal  Killer” 
early  on.  learned  the  hard  way  not  to  com¬ 
pare  newspapers  to  cereal.  So,  today,  he 
says  newspapers  should  learn  from  the 
marketing  feat  of  bottled-water  companies. 

Willes,  who  has  made  a  big  marketing 
push  at  his  company’s  flagship  Los 
Angeles  Times,  laments  that  Times  Mir¬ 
ror’s  promotional  spending  is  still  lagging, 
representing  only  3%  of  revenues.  Speak¬ 
ing  June  1 1  at  a  diversity  workshop  spon¬ 
sored  by  Columbia’s  Graduate  School  of 
Journalism,  Willes  also  discussed  the  L.A. 
Times'  efforts  to  beef  up  coverage  of  the 
Latino  community  as  a  way  of  building 
circulation  at  the  paper,  which  he  says  has 
a  28%  market  penetration  rate.  While  he 
admits  “there’s  clearly  a  mixed  feeling  in 
the  newsroom”  toward  the  initiative, 
Willes  says  Latino  readers  are  grateful. 
“They  just  come  up  and  hug  me,”  he  says. 

Look  for  the  newspaper  to  start  promot¬ 
ing  the  increased  Latino  coverage  by  direct 
mail  and  sampling  and  to  extend  the 
approach  to  other  ethnic  communities, 
Willes  says.  —  Lucia  Moses 

Publishers  praise 
proposal’s  pasting 

A  federal  bill  that  would  have  imposed 
severe  criminal  penalties  on  those  who 
spread  material  with  sexual  or  violent  con¬ 
tent  to  minors  was  defeated  June  17,  draw¬ 
ing  praise  from  publishers  who  considered 
the  proposal  unconstitutional. 

The  Children’s  Defense  Act  of  1999  lost 
in  a  U.S.  House  vote,  282  to  146.  The 
Association  of  American  Publishers,  a 
leading  opponent  of  the  bill,  applauded  the 
vote  in  a  statement  issued  shortly  after¬ 
ward,  calling  the  proposal,  “a  misguided 
attempt  to  address  the  problem  of  juvenile 
violence  by  destroying  basic  First  Amend¬ 
ment  rights.”  —  Joe  Strupp 
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“Our  publishers  can’t  innagine 
publishing  a  Sunday  paper 


without  Parade.” 


Alan  Horton,  Sr  VP  Newspapers, 
I^^^The  E.W.  Scripps  Co. 


Talk  to  newspaper  people  like  Alan  Horton  about  Parade  and  you'll  hear  things  like,  “Good 
credible,  hard  content”  or  “Fabulous  brand  recognition.”  That’s  because  publishers  and  editors  across 
America  understand  the  value  of  Parade  to  their  newspapers,  and  tcj, their  readers.  Perhaps  that’s  why 
Pareide’s  sister  publication,  react,  has  enjoyed  such  a  warm  welcome  from  so  many  of  the  very  same 
publishers.  And  why  so  many  readers  insist  that  Sunday  just  isn’t  Sunday  without  Parade. 


NOTHING  MOVES  AMERICA  LIKE 


S.F.  Chronicle  for  sale 


Knight  Ridder,  and  Times  Mirror  Co.  It 
also  says  that  the  New  York  Times  Co. 
and  Copley  Press  Inc.  have  indicated 
interest  in  buying  other  Chronicle  Pub¬ 
lishing  assets. 

Among  the  factors  that  would  need  to 
be  considered  by  a  potential  buyer  is  the 
impact  of  the  Chronicle's  JOA  with  the 
Examiner,  which  began  in  1965  and  runs 
through  2005.  The  agreement  requires  the 
newspapers  to  maintain  separate  editorial 
operations,  but  produce  a  joint  Sunday 
edition,  share  revenues  and  expenses,  and 
combine  advertising,  circulation,  and  pro¬ 
duction  efforts. 

San  Francisco  is  one  of  1 3  cities  in  the 
United  States  with  daily  newspapers  that 
operate  under  a  JOA.  Others  include 
Tucson,  Ariz.,  Salt  Lake  City,  Utah,  and 
Cincinnati,  Ohio,  according  to  the  Editor 
&  Publisher  yearbook. 

The  JOA  gives  the  Examiner  the  right 
of  first  refusal  for  a  Chronicle  purchase,  a 
move  that  could  mean  a  merger  of  the  two 
newspapers  when  the  agreement  ends  in 
2005  or  possibly  before  if  the  federal  gov¬ 
ernment  gives  its  approval.  Any  other  buy¬ 
ers  would  have  to  continue  operating 
under  the  JOA  until  it  runs  out. 

“The  JOA  is  a  contractual  obligation, 
and  I  don’t  think  we  could  sell  this  news¬ 
paper  free  and  clear  of  it,”  says  Ron 
Ingram,  the  Chronicle's  general  counsel. 

John  Morton,  a  newspaper  analyst  in 
Silver  Springs,  Md.  says  some  potential 
purchasers  might  be  reluctant  to  take  over 
the  Chronicle  if  the  JOA  remains  in  place, 
choosing  not  to  want  to  share  profits  with 
the  Examiner. 

“Hearst  is  the  most  logical  buyer 
because  they  can  fold  the  two  newspapers 
into  one,”  says  Morton.  “Anyone  else 
would  find  themselves  locked  into  the 
JOA.” 

Hearst  Corp.  officials  declined  to  com¬ 
ment  on  the  Chronicle's  future  or  specu¬ 
late  on  any  possible  Hearst  purchase. 

Both  newspapers  have  seen  circulation 
declines  in  recent  years,  with  the  Chron¬ 
icle  dropping  from  560,000  readers  in 
1990  to  475,000  in  1999.  The  Examiner, 
which  publishes  in  the  afternoon,  has  seen 
circulation  fall  from  137,000  in  1990  to 
111,000  in  1999. 

Another  factor  to  be  considered  in  a 
sale  is  the  federal  ban  on  cross-ownership 
of  broadcast  outlets  and  newspapers  in  the 
same  market.  That  roadblock  would  bar 
one  buyer  from  taking  over  both  the 
Chronicle  and  KRON-TV,  which  is  con¬ 
sidered  the  most  lucrative  of  the  compa¬ 
ny’s  assets. 


Everyone’s  prediction  comes  true:  the  bidding  begins 


by  Joe  Strupp 


In  one  fell  swoop,  a  Chronicle  sale 
could  effectively  change  the  face  of 
newspaper  ownership  on  three  fronts 
because  it  remains  one  of  the  last  major 
metro  newspapers  under  family  control, 
one  of  the  few  run  under  a  JOA,  and 
among  the  largest  newspapers  in  a  two- 
newspaper  city. 

j  I^H  If,  as  has  been  spec- 

ulated,  the  Chronicle 
IliT  is  purchased  by  the 

Examiner,  a  possible 
merger  of  the  two 
would  mean  the  loss  of 
another  multinewspa- 
per  city.  Right  now,  49 
cities  in  the  United 
States  have  two  or 
more  daily  newspa¬ 
pers,  according  to  the 
“Editor  &  Publisher 
International  Yearbook.” 

Following  last  week’s  board  meeting. 
Chronicle  officials  remained  guarded 
over  how  the  newspaper  and  other  com¬ 
pany  assets  might  be  sold.  Company 
representatives  hinted  that  all  of  the 
company’s  properties  would  probably 
not  go  to  one  buyer,  but  did  not  rule  out 
a  single  purchaser. 

The  decision  to  seek  buyers  comes  a 
month  after  Chronicle  Publishing  hired 
New  York  investment  bankers  Donaldson. 
Lufkin  &  Jenrette  (DLJ)  to  evaluate  the 
company’s  assets.  The  Chronicle  reported 
in  its  June  17  edition  that  the  company’s 
board  had  received  a  report  from  DU  dur¬ 
ing  the  June  16  meeting  that  indicated  com¬ 
pany  assets  could  bring  at  least  $2  billion. 

Chronicle  Publishing  also  owns  daily 
newspapers  in  Bloomington,  Ill.  and 
Worcester,  Mass.;  NBC  San  Francisco 
affiliate  KRON-TV  and  two  other  TV  sta¬ 
tions;  the  BayTV  cable  channel;  Web  site 
SFGate.com;  and  two  publishing  houses. 
The  company’s  entire  work  force  consists 
of  about  3,200  employees. 

“The  process  is  to  go  to  market,  listen 
to  all  the  offers  and  bring  in  any  that  are 
worth  looking  at,”  says  Solem.  “We  don’t 
need  anything  immediately,  but  we  should 
have  something  in  a  few  months.” 

The  Chronicle  reported  that  inquiries 
had  been  made  by  a  string  of  potential 
buyers,  including  Gannett,  Hollinger 
International  Inc.,  Journal  Register  Co., 


The  San  Francisco  Chronicle  went 
on  the  sales  block  this  week  be¬ 
cause  its  family  owners  no  longer 
want  to  run  the  publication,  and  want  to 
take  advantage  of  a  booming  media  mar¬ 
ket,  according  to  a 
company  spokesman.  Sf  G: 

“Most  of  the  share- 
holders  are  not  actively 
involved  in  the  compa- 
ny,”  says  Don  Solem,  a 
spokesman  for  the 
Chronicle  Publishing 
Co.,  which  owns  the 
newspaper  and  several 
other  media  properties 
that  are  for  sale.  “The  SFGate.com  is  among  the  Chronicle 
family  heirs  are  mostly  Publishing  Co.  assets  for  sale, 
doing  other  things. 

This  is  also  a  robust  economy,  and  we  are 
in  a  market  with  a  great  future.” 

John  Cribb,  a  newspaper  broker  with 
Montana-based  Bolitho-Cribb  and  Asso¬ 
ciates,  says  Chronicle  Publishing  couldn’t 
have  picked  a  better  time  to  sell.  “The 
economy  is  good,  there  is  a  lot  of  money 
available,  newsprint  is  cheaper,  and  we  are 
at  the  top  of  the  market,”  he  says. 

The  announcement  of  a  likely  sale 
sparked  a  flurry  of  speculation  nationally 
over  what  this  will  mean  to  the  future  of 
everything  from  family-owned  newspa¬ 
pers  to  joint  operating  agreements  (JOA). 

In  San  Francisco,  word  that  the  newspa¬ 
per  was  for  sale  drew  an  array  of  opinions 
about  the  impact  on  local  news  coverage. 

“San  Francisco  is  the  epitome  of  diver¬ 
sity  in  this  country,  and  it  is  hard  to  imag¬ 
ine  it  being  properly  served  by  a  newspa¬ 
per  under  new  ownership,”  says  William 
Drummond,  a  journalism  professor  at  the 
University  of  California  at  Berkeley. 

“Having  it  possibly  pass  away  to  absentee 
ownership  is  a  huge  loss.” 

Within  hours  of  the  June  16  decision  by 
the  Chronicle  Publishing  board  of  directors 
to  “solicit  bids  for  all  or  part  of  the  compa¬ 
ny,”  newspaper  industry  observers  offered  a 
mix  of  scenarios  that  could  play  out  if  the 
newspaper  is  sold  to  the  rival  San  Francisco 
Examiner,  owned  by  the  Hearst  Corp.; 
another  newspaper  chain  with  Bay  Area 
ties,  such  as  Gannett  Co.  Inc.  or  Knight 
Ridder;  or  a  non-Bay  Area  company. 


NtWo 


Gannett  pushes  ethics 

USA  TODAY  ‘exempt,’  but  likely  to  follow 


by  David  Noack 

At  a  time  when  the  credibility  of  the 
news  media  has  been  battered  by  a 
number  of  recent  ethical  missteps 
—  all  self-inflicted  —  Gannett  Co.  Inc.  has 
unveiled  a  sweeping  set  of  ethical  guide¬ 
lines  for  its  73  community  newspapers. 

Stung  by  one  of  journalism’s  high-profile 
ethical  stumbles  involving  The  Cincinnati 
Enquirer  and  Chiquita  Brands  International, 
the  company’s  newspaper  division  created  a 
detailed  list  of  ethical  dos  and  don’ts.  which 
were  announced  last  week  at  the  Gannett 
Newspaper  Management  Conference  in 
Arlington,  Va.  It’s  believed  to  be  the  first  cor¬ 
porate-ethics  guide  that  is  newsroom-spe¬ 
cific  and  goes  beyond  conflict-of-interest 
situations.  It  includes  how  to  deal  with 
anonymous  sources,  when  to  grant  or 
withhold  attribution,  and  even  how  to  han¬ 
dle  wire  copy,  which  sometimes  includes 
comments  from  unnamed  sources. 

Other  newspaper  chains,  such  as  Knight 
Bidder,  Freedom  Communications  Inc., 
and  the  E.W.  Scripps  Co.,  have  company¬ 
wide  guidelines  dealing  with  conflicts  of 
interest  and  professional  conduct,  but  they 
are  not  newsroom-specific.  Individual 
papers  can  adopt  their  own  newsroom 
ethics  codes.  The  Associated  Press 
Managing  Editors  ha.s  issued  an  ethics  policy 
for  general  use. 

Gannett ’s  premiere  newspaper,  USA  TO¬ 
DAY,  is  not  covered  by  the  new  ethics  guide¬ 
lines.  The  paper  is  part  of  a  .separate  division 
of  the  company.  USA  TODAY  does  not  have 
written  ethics  guidelines,  but  relies  on  in- 
house  newsletters  and  memos  dealing  with 
specific  ethical  situations.  Gannett  officials 
say,  however,  that  USA  TODAY  will  probably 
follow  the  policy’s  basic  principles. 

The  guidelines  were  drafted  in  reaction  to 
a  series  of  journalistic  lapses  involving  The 
Boston  Globe,  a  CNN  report  on  the  u.se  of  a 
nerve  gas  to  kill  American  defectors  in 
Vietnam,  and  the  Enquirer  debacle.  In  the  lat¬ 
ter  case,  the  paper’s  former  lead  investigative 
reporter,  Mike  Gallagher,  illegally  accessed 
the  voice-mail  messages  of  Chiquita  officials 
while  writing  a  series  of  stories  on  the  busi¬ 
ness  practices  of  the  world’s  largest  banana 
producer.  Gallagher  was  fired,  and  the  paper 
had  to  renounce  the  series  on  Page  One  and 
pay  Chiquita  more  than  $10  million  to  stave 
off  a  lawsuit. 


Phil  Currie,  senior  vice  president  for 
news  at  Gannett,  says  an  initial  March  meet¬ 
ing  of  key  outside  editors,  lawyers,  and 
ethics  observers  was  a  “brainstorming”  ses¬ 
sion  that  helped  to  boil  down  the  five  main 
principles  of  the  new  ethics  code:  seeking 
and  reporting  the  truth  in  a  truthful  way; 
serving  the  public  interest;  exercising  fair 
play;  maintaining  independence;  and  acting 
with  integrity.  A  dozen  Gannett  newspapers 
already  have  an  ethics  policy. 

“This  will  be  the  minimal  code;  in  other 
words,  the  newspapers  would  be  expected 
to  follow  these  guidelines.  It’s  very  possible 
that  an  individual  local  paper  may  want  to 
add  to  this  in  .some  fashion.  For  example,  if 


a  paper  decided,  since  we  have  a  section  on 
unnamed  sources  ...  that  [they]  are  not 
going  to  use  any.  period,  they  can  do  that.” 
says  Currie,  who  adds  that  the  editor  at  each 
of  the  newspapers  is  responsible  for  imple¬ 
menting  the  guidelines. 

While  ethics  codes  are  not  unusual,  they 
are  mainly  for  internal  use  and  the  public  is 
unaware  of  them.  But  Currie  says  Gannett 
wants  to  publicize  its  etbics  guidelines. 

“One  of  the  key  parts  of  this  is  our  decision 
to  make  this  public,  and  we  will  in  time.  We 
want  to  do  prof)er  training  at  our  newsrooms 
first.  We  will  conduct  training  over  the  next 
couple  of  months.  ...  We  are  trying  to  estab¬ 
lish  a  higher  standard  of  credibility  with  our 
readers. ...  I  think  in  the  broad  sense  that  you 
may  get  some  more  scrutiny  or  exposure;  1 
think  it’s  much  better  for  us  to  make  clear 
what  we  believe  in  at  high  level  and  let  the 
public  know  about  it,”  says  Currie. 

He  questions  whether  having  such  guide¬ 
lines  in  place  could  have  prevented  the 
Enquirer  episode,  since  the  lead  reporter 
lied  to  his  editors. 


“Everyone  there  would  have  been  aware 
of  how  strongly  we  felt  about  these  things. 
...  In  that  case  you  had  a  reporter  who  broke 
the  law  and  lied  to  his  editors  about  it  and 
ended  up  pleading  guilty  to  two  felonies.  I 
don’t  know  that  you  can  prevent  a  specific 
individual  from  doing  that.  But  I  think  what 
[the  ethics  code]  can  do  is  raise  the  level  and 
also  make  sure  the  scrutiny  of  stories  is 
there,”  says  Currie. 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee  for  Freedom  of  the 
Press  in  Arlington.  Va.,  says  lawyers  debate 
the  wisdom  of  having  a  written  ethics  code. 

“You’ll  often  hear  the  excuse  from  jour¬ 
nalists  that  they  wanted  to  have  an  ethics 
code,  and  their  lawyer  wouldn’t  let  them.  I 
don’t  know  that  this  is  really  true.  It  is  true 
that  lawyers  worry  that  plaintiffs’  lawyers  will 
focus  on  deviations  from  the  guidelines  as 
evidence  of  actual  malice,  negligence,  or 
some  other  fault  standard.  Depending  on  how 
the  guidelines  are  worded,  you  might 
even  cobble  together  a  breach-of-contract 
theory  ba.sed  on  ‘I  promised  my  readers  I 
would  do  X,  I  didn’t,  and  therefore,  I 
breached  my  contract  with  my  readers.’ 
[This  argument]  would  probably  be 
thrown  out  and  could  be  averted  by  care¬ 
ful  wording,  I  think.  But  in  these  days  of 
crazy  lawsuits,  I  don’t  think  I  would  rule 
it  out,”  says  Kirtley. 

David  Petty,  executive  editor  of  The 
Clarion-Ledger  in  Jackson,  Miss.,  says 
that  with  mainstream  and  tabloid  journal¬ 
ism  intersecting  at  times,  it’s  important 
that  reporters  and  editors  are  clear  in  the 
standards  that  Gannett  seeks  to  uphold. 

“The  standards  that  have  been  adopted 
are  our  industry’s  basic  values,  but  in  the 
days  of  ‘gotcha’  journalism,  some  of  our 
staffers  may  be  unclear  on  the  high  value  we 
place  on  them,”  says  Petty. 

“The  public  is  understandably  confused 
about  what  the  media  values  are.  Unfor¬ 
tunately,  most  newspaper  readers  see  little 
difference  between  their  daily  newspaper 
and  the  wide  range  of  TV  ‘news’  programs, 
the  tabloids,  and  Internet  rumor.  A  strong 
communication  of  these  basic  standards 
can  help  to  clear  up  any  confusion  with 
staffers  and  help  readers  see  the  difference 
in  coverage  standards  used  by  the  various 
media  outlets.” 


More  information  about  the  ethics  poli¬ 
cies  is  available  at:  Gannett  Newspaper 
Division  Guidelines  on  Ethical  News- 
Gathering  for  Newsrooms 
,  http://www.gannett.com/go/press/pr 
p61499.htm;  Associated  Press  Managing 
Editors  Code  of  ethics;  http://www.asne. 
org/ideas/codes/apme.htm 
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In  search  of  credibility 

News  organizations  take  a  Time-Out  for  Diversity’ 


by  David  Noack 

In  an  effort  to  rebuild  credibility  with  a 
skeptical  public,  journalists  at  200  of  the 
nation’s  newspapers  examined  whether 
their  news  coverage  accurately  reflects  the 
communities  they  serve. 

As  part  of  a  campaign  to  promote  diversi¬ 
ty  in  news  columns.  “The  National  Time- 
Out"  in  mid-May  was  designed  to  ensure 
that  different  voices  and  viewpoints  become 
part  of  the  reporting  process. 

Participating  newspapers  and  news  orga¬ 
nizations  used  several  methods  to  let  news¬ 
room  staffers  discuss  how  race  and  ethnicity 
figure  in  deciding  which  stories  to  cover, 
who  will  cover  stories,  and  where  stories  are 
played  in  the  newspaper.  The  program, 
announced  in  March,  is  a  top  priority  of  the 
American  Society  of  Newspaper  Editors 
(ASNE)  and  the  Associated  Press  Managing 
Editors  (APME). 

Participants  were  asked  to  fill  out  a  sur¬ 
vey  describing  the  discussions.  The  findings 
will  be  released  at  Unity  ’99,  a  conference  of 
minority  Journalists  in  Seattle  in  July,  and  at 
APME’s  annual  meeting  in  Memphis,  Tenn., 
in  October. 

Pam  Johnson,  executive  editor  of  The 
Arizona  Republic  in  Phoenix  and  president 
of  APME,  says  she  was  pleased  by  the  num¬ 
ber  of  newspapers  taking  part  in  the  volun¬ 
tary  program. 

While  ASNE  has  pushed  to  increase 
minority  representation  in  the  newsroom 
through  the  hiring  of  more  reporters  and  edi¬ 
tors,  this  project  comes  at  diversity  from  a 
content  perspective,  linking  diversity  in 
news  coverage  to  more  accurate  reporting. 

Newspapers  taking  part  in  the  project 
included  The  Oregonian  in  Portland,  Ore., 
the  Times  Union  in  Albany,  N.Y.,  the  Iowa 
City  Press-Citizen  in  Iowa,  and  The 
Detroit  News. 

Some  newspapers,  such  as  the  Akron 
(Ohio)  Beacon  Journal,  conducted  a  mini¬ 
diversity  audit  of  their  newspapers.  The  AP 
bureau  in  Columbus,  Ohio,  created  a  diversi¬ 
ty  intranet,  and  the  Star  Tribune  in 
Minneapolis  had  minority  leaders  discuss 
the  fairness  of  coverage.  Reporters  and  edi¬ 
tors  at  The  News  &  Obsen’er  in  Raleigh, 
N.C.,  got  an  update  on  diversity  efforts  at  the 
paper  and  then  broke  up  into  small  groups  to 
discuss  how  the  paper  has  handled  the  issue. 
As  news  organizations  discussed  diversity 
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and  how  it  relates  to  news  coverage,  the  issue 
went  beyond  race  to  such  topics  as  age.  sex¬ 
ual  orientation,  and  even  class  status.  Some 
newspapers  conducted  the  sessions  in  one 
day;  others  spread  them  out  over  a  few  days. 

Sperry  Krueger,  director  of  newsroom 
operations  at  The  News  &  Obsener,  says  the 
discussions  were  “lively  and  insightful.”  She 
says  that  between  60  and  70  news  staffers 
participated. 

“Most  people  participated  wholehearted¬ 
ly,  yet  we  didn’t  have  any  of  the  nastiness  or 
hurt  feelings  that  sometimes  come  with  dis¬ 
cussions  about  diversity.  I  heard  from  many 
people  that  they  enjoyed  themselves  and 
thought  it  was  the  best  meeting  we’ve  ever 
had  about  diversity,”  says  Krueger. 

Carol  Goodhue,  training  and  develop¬ 
ment  coordinator  at  The  San  Diego  Union- 
Tribune,  led  the  paper’s  discussion  during 
the  monthly  staff  meeting,  covering  the 
progress  the  paper’s  diversity  committee  has 
made  in  conducting  an  informal  diversity 
content  analysis  of  news  stories  and  hosting 
community  coffees  to  reach  out  to  the 


by  Mark  Fitzgerald 

Pulitzer  Prize-winning  articles  never 
reach  an  audience  wider  than  the  vic¬ 
torious  paper’s  readers.  Max  Frankel 
laments  in  his  New  York  Times  Magazine  col¬ 
umn  Memorial  Day  weekend. 

“The  Pulitzer  Paradox,”  he  calls  it.  Other 
newspapers  may  report  who  won  and  give  a 
very  brief  description  of  why,  but  they  do  not 
republish  the  work  itself,  Frankel  notes. 

One  newspaper,  however,  is  making  a 
practice  of  printing  great  writing  from  other 
papers  and  is  finding  readers  love  it.  Just  this 
month,  it  reprinted  two  Pulitzer  Prize  win¬ 
ners:  The  Washington  Post's  investigation 
into  reckless  gunplay  by  District  of  Colum¬ 
bia  police  and  The  Miami  Herald's  expose  of 
voter  fraud  in  the  city’s  mayoral  election. 

For  more  than  a  year.  The  Kansas  City 
(Mo.)  Star  has  been  searching  newspapers 
all  around  the  country  for  well-written  arti¬ 
cles  it  reprints  under  the  heading,  “Writer’s 


minority  community. 

Sharon  Roberts,  assistant  managing  edi¬ 
tor  at  the  Austin  (Texas)  American-States- 
man,  says  an  outgrowth  of  the  dialogue  will 
be  a  new  staff  orientation  program,  which 
will  now  include  a  di.scussion  on  diversity. 

Gloria  Irwin,  public  editor  at  the  Akron 
Beacon  Journal,  says  diversity  is  not  Just  a 
matter  of  race,  but  also  of  age  and  class. 

“One  area  we  need  to  do  more  work  on  is 
this  issue  of  class,  especially  when  you’re 
talking  about  zoning  disputes.  You’ve  got 
older  established  residents,  and  then  you 
have  the  new  money  coming  in.  and  they 
want  to  put  in  a  new  shopping  complex  or 
condos  or  cluster  homes.  And  we’ve  kind  of 
concluded  that  we’ve  been  avoiding  the  con¬ 
flict  in  many  cases,”  .says  Irwin. 

Beth  Grace,  the  AP  assistant  bureau  chief 
for  Ohio,  says  she  took  advantage  of  the 
bureau’s  intranet  —  an  internal  computer 
network  —  to  reach  out  to  those  who  could 
not  make  it  to  a  roundtable  discussion. 

She  says  one  of  the  discussions  centered 
on  something  as  basic  as  interviewing  peo¬ 
ple  in  the  street. 

“When  you  do  a  person-in-the-street 
report,  don’t  talk  to  people  who  are  like  you. 
Take  a  left  turn  instead  of  a  right  turn,  talk  to 
people  you’ve  never  seen  before  in  a  place 
you’ve  never  been  before,”  says  Grace.  H 


Showca.se.”  The  Star  gives  the  stories  plen¬ 
ty  of  room.  The  “Showcase”  kicked  off  with 
the  30-part  “Black  Hawk  Down”  series 
by  writer  Mark  Bowden  of  The  Philadelphia 
Inquirer  about  an  incident  during  the  U.S. 
military  operation  in  Somalia.  It’s  not 
unusual  for  a  story  to  run  to  200  inches.  Star 
editor  Mark  Zieman  says. 

Topics  cover  a  wide  range,  from  The  Wall 
Street  Journal's  recent  account  of  a 
Northwest  Airlines  plane  stuck  on  a  Detroit 
runway  for  hours  during  a  blizzard  la.st  win¬ 
ter  to  a  story  about  19th-century  President 
Grover  Cleveland  that  was  surprisingly  pop¬ 
ular.  The  “Showcase”  pieces  run  in  both  fea¬ 
ture  and  news  .sections  and  appear  about 
once  a  month. 

“Readers  really,  really  respond  to  them,” 
says  Miriam  Pepper,  reader  representative 
at  the  Star.  “It’s  pretty  unusual  for  a 
reader  to  be  so  moved  by  a  story  they  want 
to  call  up  the  paper  and  tell  somebody  about 
it,  and  yet  every  time  we  run  a  ‘Writer’s 
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Court;  Accuracy  no 
defense  for  malice 


Showcase'  they  do." 

Editor  Zieman  says  the  idea  grew  out 
of  his  frustration  at  not  finding  enough 
well-written  stories  on  the  wires  —  sto¬ 
ries  he  knew  were  appearing  in  paper 
after  paper. 

“We  only  look  in  newspapers,”  Zieman 
says.  “We’re  doing  our  little  bit  for  the  war 
by  emphasizing  how  newspapers  are  the 
source  for  great  writing,  great  reporting, 
and  great  investigations  you  can’t  get  any¬ 
where  else.” 

When  Zieman  and  writing  coach  Bill 
Luening  embarked  on  the  project  in  the 
spring  of  1998,  they  imagined  creating  a 
kind  of  clearinghouse  where  newspapers 
could  share  their  best-written  stories. 

“Nobody  wanted  to  have  anything  to  do 
with  it,”  Zieman  says.  “I  get  on  the  [writ¬ 
ing]  coaches’  Internet  list  and  beg  people 
to  alert  me  to  good  stories  they  are  run¬ 
ning.  And,  of  course,  nobody  does,” 
Luening  adds. 

When  an  out-of-town  paper  does  have  a 
story  printed  in  the  Star,  however,  it  is 
always  pleased,  Zieman  says. 

“Suddenly,  your  Web  site  is  getting  more 
hits  from  people  from  Kansas  City.  You’re 


just  adding  readers,”  he  says. 

Zieman  notes  that  republishing  other 
papers’  stories  was  not  only  a  common 
practice  100  years  ago,  but  many  publish¬ 
ers  believed  it  was  crucial  to  producing  a 
good  paper. 

“Back  then,  it  was  seen  as  so  important, 
and  now  you’re  loath  to  run  stories  from 
another  paper.  I  just  don’t  understand  that,” 
Zieman  says.  “It’s  a  no-lose  deal  for  every¬ 
body,  and  yet  newspapers  just  aren’t  bent 
that  way.” 

Readers  are,  the  Star  has  learned.  “It 
doesn’t  matter  to  them  if  there’s  no  Kansas 
City  dateline  on  the  story,”  Zieman  says. 

“People  respond  to  stories,”  Luening 
says.  “They  respond  to  stories  that  have 
some  connection  to  their  real  life,  wherever 
they  come  from.” 

The  success  of  the  “Showcase”  stories 
should  prompt  some  rethinking  among 
newspapers,  reader  representative  Pepper 
says. 

“These  stories  tend  to  be  long,  in-depth, 
and  well-written  pieces,  and  readers  love 
them,”  Pepper  says,  “which  is  a  nice 
change  given  what  people  in  journalistic 
circles  say  people  want.” 


A  defamation  lawsuit  brought  by  a  police 
detective  against  a  Crookston,  Minn.,  daily 
newspaper  and  a  local  resident  has  been 
reinstated  by  the  state’s  Court  of  Appeals, 
according  to  The  Associated  Press. 

The  suit,  filed  by  Crookston  police  detec¬ 
tive  Gerardo  Moreno,  alleges  that  a  1998 
article  in  the  Crookston  Daily  Times  defamed 
him  by  repeating  a  citizen’s  accusation  that 
Moreno  sold  illegal  drugs  from  his  squad  car. 

A  lower  court  had  dismissed  the  news¬ 
paper  portion  of  the  case  because  the  story 
accurately  reported  the  comments,  but  the 
appeals  court  reinstated  it  June  15,  ruling 
that  the  newspaper  could  be  held  liable  for 
malice.  The  Daily  Times  has  30  days  to  ask 
the  state  Supreme  Court  to  review  the  case. 

“The  qualified  privilege  associated  with 
the  fair  and  accurate  reporting  of  public 
proceedings  can  be  defeated  by  a  showing 
of  common-law  malice,”  Judge  Robert 
Schumacher  wrote  for  the  appellate  court. 

The  case  started  in  March  1998  when  res¬ 
ident  Dennis  McDaniel  made  the  drug-sell¬ 
ing  accusation  during  a  City  Council  meet- 


1999  EAGLE  AWARD  WINNERS 

FIRST  ROW:  Chris  Loiacano,  Beaumont  Enterprise;  Irene  Taber,  Albany  Times  Union;  Jim  Shupe,  Midland  Reporter-Telegram;  Peter  Garcia, 
San  Antonio  Express-News;  Clara  Moreno,  Laredo  Morning  Times;  Tom  Palmer,  Albany  Times  Union;  Larry  Schelke,  Huron  Daily  Tribune. 
SECOND  ROW;  Myra  Salcedo,  Midland  Reporter-Telegram;  Rodney  Curtis,  Midland  Daily  News.  THIRD  ROW:  Ann  Criswell,  Houston  Chronicle; 
Morris  Goen,  San  Antonio  Express-News;  Todd  McKnight,  Associated  Publishing  Company;  David  Horsey,  Seattle  Post-Intelligencer;  Michael  Young, 
Washington  Bureau;  Jim  Granata,  San  Francisco  Newspaper  Agency  ;  Tim  Goodman,  San  Francisco  Examiner.  BACK  ROW:  Renee  Janowicz, 
Midland  Daily  News  (1998  Eagle  Award  Winner);  Ben  Thompson,  Plainview  Daily  Herald;  Bill  Lighter,  Houston  Chronicle;  Ron  Jaap, 
Beaumont  Enterprise.  NOT  PICTURED;  Pam  Roth,  Edwardsville  Intelligencer. 
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ing.  The  Daily  Times  reported  the  allegation 
about  two  weeks  later  in  a  front-page  story. 

Moreno  is  seeking  a  retraction  and  dam¬ 
ages  of  more  than  $50,000  from  McDaniel 
and  the  newspaper.  The  case  now  goes  back 
to  district  court  in  Crookston  for  trial. 

Editors  down, 
reporters  up 

In  a  major  redeployment  of  resources.  The 
Indianapolis  Star/Ne\i’s  has  subtracted  some 
editor  positions  and  added  some  reporter 
positions  to  allow  for  broader  coverage  and 
new  beats,  according  to  its  publishers. 

The  newspaper  announced  the  new  struc¬ 
ture  in  a  full-page  chart  in  its  May  30  issue, 
which  included  photos  of  editors.  It  also 
said  that  at  least  one-third  of  the  editorial 
staff  had  changed  assignments. 

Executive  editor  Frank  Caperton  says 
the  move  was  aimed  at  providing  more 
coverage  of  consumer  affairs,  workplace 
issues,  shopping,  commuting,  and  health 
and  fitness.  But.  he  says,  the  overhaul  also 
has  led  to  some  problems,  including  the 
resignation  of  columnist  Dick  Cady,  a 


1975  Pulitzer  Prize  winner  who  objected 
to  his  new  assignment. 

Times  for  a  change 
in  look  and  size 

The  Los  Angeles  Times  is  planning  its  first 
redesign  in  a  decade  to  coincide  with  a  reduc¬ 
tion  in  size  of  the  paper’s  newsprint  rolls. 

Mike  Lange,  director  of  communications 
for  the  flagship  newspaper  of  the  Times 
Mirror  Co.,  says  no  specific  redesign  plans 
have  been  discussed  yet,  but  says  the  news¬ 
paper  is  expected  to  have  a  new  look  at  the 
beginning  of  2000.  He  says  the  redesign  will 
coincide  with  a  reduction  in  newsprint  rolls 
from  54  inches  to  50  inches. 

“You  will  lose  about  an  inch  of  width  on 
each  page,  as  well  as  on  any  tabloid  publi¬ 
cations,”  Lange  says.  “There  will  be  a 
newsprint  cost  reduction  from  it,  but  that 
has  not  been  determined  yet.” 

The  Times  last  underwent  a  redesign  in 
1989,  Lange  says,  which  included  a  new 
summary  column  on  each  section  front, 
and  a  change  in  the  number  of  columns  on 
each  page. 


Speaking  of 
road  kill  ... 

Officials  in  a  small  Colorado  town  who 
withheld  advertising  from  the  local  weekly 
newspaper  because  they  didn’t  like  its  criti¬ 
cism  of  municipal  government  policies 
agreed  to  pay  more  than  $200,000  in  dam¬ 
ages  to  the  paper  under  a  settlement  reached 
in  the  middle  of  trial,  according  to  Reuters. 

Town  leaders  in  Frisco,  Colo,  agreed  June  9 
to  the  settlement,  which  requires  them  to  pay 
the  Ten  Miles  Times  $2 10,000  and  resume  run¬ 
ning  ads  for  town  events.  Publisher  Miles 
Porter  IV  says  he  lost  about  $3,500  annually 
becau.se  of  the  lack  of  government  advertising, 
which  stopped  eight  years  ago  after  he  criti¬ 
cized  town  actions  in  his  columns. 

Among  the  criticisms  Porter  made  in  his 
7,000-circulation  paper  was  a  slam  at  the 
mounting  in  town  hall  of  a  bear  that  had 
been  killed  on  a  highway.  He  began  to  refer 
to  the  town  hall  as  the  “National  Road  Kill 
Museum.” 

During  the  trial,  U.S.  District  Court 
Judge  Richard  Matsch  told  city  officials  that 
they  lacked  a  good  defense,  saying  the  city 
needed  “a  robust  press.”  —  Joe  Strupp 


The  annual  Eagle  Awards  are  presented  for  outstanding  achievements  by  professionals  on  both  the 
business  and  editorial  sides  of  our  business.  It  is  an  opportunity  for  us  to  recognize  those  individuals  who  |j 
have  made  a  significant  difference  to  their  coworkers,  their  readers  or  their  clients  at  each  of  our 
newspapers.  We  congratulate  this  year’s  winners  for  their  contributions  to  the  success  of  Hearst 
Newspapers.  It  is  our  pleasure  to  honor  their  commitment  to  excellence  with  the  1999  Eagle  Awards. 
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‘The  Philadelphia  Story’ 

A  case  of  control  vs.  fairness  at  the  Daily  News 


by  Joe  Strupp 

When  a  city  official’s  statement  of 
protest  appeared  on  the  same 
page  of  The  Philadelphia  Daily 
News  as  an  earlier  story  that  criticized  her, 
more  than  a  few  eyebrows  were  raised 
among  journalists. 

Although  some  editors  contend  that  giv¬ 
ing  the  subject  of  a  critical  piece  a  place  to 
respond  is  not  unusual,  others  say  allowing 
the  offended  party  to  dictate  terms  of  a 
rebuttal  —  including  placement  on  a  news 
page  instead  of  on  an  Op-Ed  page  —  sets  a 
dangerous  precedent  for  settlement  of 
future  disagreements. 

“That  is  very  unusual,  and  to  give  news 
space  is  very  different,”  says  Gina  Lubrano, 
president  of  the  Organization  of  News 
Ombudsmen.  “If  someone  disagrees  with  a 
story,  and  the  story  checks  out,  1  suggest  a 
letter  to  the  editor.  Otherwise,  it  sounds  like 
a  he-said,  she-said.” 

Daily  News  editor  Zachary  Stalberg 
agrees  that  the  move  was  out  of  the  norm, 
especially  since  he  did  not  believe  the  orig¬ 
inal  story  contained  any  errors.  But  he  says 
the  newspaper  wanted  to  avoid  any  appear¬ 
ance  of  unfair  reporting. 

“We’re  willing  to  do  unusual  things,  and 
have  in  the  past,  to  maintain  a  good  work¬ 
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ing  relationship  with  those  we  cover,” 
Stalberg  says.  “Placement  of  the  letter  real¬ 
ly  mattered  to  her.” 

The  series  of  events  began  May  6  when 
the  Daily  News  ran  a  lengthy  story  by 
reporter  Paul  D.  Davies  that  criticized 
Philadelphia  city  solicitor  Stephanie  Frank- 
lin-Suber,  an  appointed  official  whose  role 
is  similar  to  a  city  attorney.  Davies’  article 
accused  Franklin-Suber  of  seeking  to  con¬ 
trol  information  about  a  federal  probe  into 
a  city  empowerment  zone  committee  that 
had  been  appointed  to  oversee  $79  million 
in  federal  funds. 

The  story  cited  confidential  memos  to 
committee  members  from  the  solicitor’s 
office,  as  well  as  comments  from  the  com¬ 
mittee,  city  council  members  and  Franklin- 
Suber  herself.  In  the  same  issue  of  the  Daily 
News,  columnist  W.  Russell  G.  Byers  wrote 
about  the  matter,  calling  the  city’s  actions  “a 
classic  in  government  obfuscation.” 

Franklin-Suber  says  the  article  unfairly 
depicted  her  office  as  engaging  in  obstruc¬ 
tion  of  justice,  although  it  did  not  directly 
accuse  her  of  breaking  the  law.  She  says  her 
office  called  the  newspaper  the  day  the  arti¬ 
cle  ran  and  requested  a  meeting  to  discuss 
the  issue  and  a  possible  rebuttal. 

Stalberg  and  Franklin-Suber  discussed 
several  options,  including  a  follow-up  story 
or  a  letter  to  the  editor  on  the  Op-f  d  page. 
Franklin-Suber  says  she  sought  legal 
advice  after  the  story  was  published,  but 
says  no  attorneys  other  than  herself  were 
involved  in  the  meeting  with  Stalberg. 

In  the  end,  both  sides  agreed  to  run  a  let¬ 
ter  from  Franklin-Suber,  in  a  column  form 
with  her  photo,  in  the  May  2 1  issue  on  Page 
7  —  the  same  page  where  the  original  article 
appeared.  Franklin-Suber  says  she  was 
adamant  that  her  respon.se  receive  the  same 
space  given  to  the  original  story.  “I  wanted 
something  that  was  not  buried  in  the  back.” 

In  the  letter,  Franklin-Suber  called  the 
Daily  News  coverage  “factually  inaccurate, 
patently  unfair,  biased,  and  self-serving.” 
With  the  column,  the  newspaper  ran  an 
editor’s  note  that  said  the  newspaper  stood 
by  its  coverage  and  disagreed  with 
Franklin-Suber’s  comments,  but  wanted  to 
“make  clear  that  neither  the  Davies  article 
nor  the  Byers  column  was  intended  to  sug¬ 
gest  that  city  officials  and  lawyers  were 
obstructing  justice.” 

Stalberg  says  the  newspaper  was  not 
worried  about  legal  action,  but  believed  that 


Franklin-Suber  deserved  a  chance  to  state 
her  case.  “After  listening  to  her,  I  came 
away  feeling  like  they  were  entitled  to  a 
good,  clear  shot  back.”  says  Stalberg.  “1 
was  willing  to  do  something  a  little  out  of 
the  ordinary.” 

Newspaper  industry  observers  had 
mixed  reactions  when  asked  about  the 
Daily  News'  response  in  this  case  and  its 
possible  effect  on  future  disputes  between 
editors  and  public  officials. 

“They  may  be  buying  them.selves  more 
trouble  down  the  road.”  says  Marcia 
McQuem,  publisher  of  The  Press-Enter¬ 
prise  in  Riverside,  Calif.  “It  looks  like 
you’re  guilty  when  you’re  not.” 

Scott  Bosley,  president  of  the  Ameri¬ 
can  Society  of  Newspaper  Editors,  says 
he  can  see  why  a  newspaper  would  want 
to  avoid  legal  action  by  giving  space  for  a 
letter,  but  adds  that  such  moves  should 
only  be  done  when  something  is  factually 
inaccurate. 

“You  don’t  do  it  if  you  firmly  believe  that 
what  you  printed  was  correct,”  Bosley  says. 

But  others,  such  as  St.  Petersburg  (Fla.) 
Times  executive  editor  Paul  Tash,  defended 
the  Daily  News,  saying  anything  that  pro¬ 
motes  giving  both  sides  of  a  story  is  good. 
“If  someone’s  got  a  beef,  it’s  pretty  stan¬ 
dard  practice  to  give  them  room  to 
respond,”  he  says.  “Lawsuits  take  a  very 
heavy  toll  on  both  sides.” 

Karin  Winner,  editor  of  The  San  Diego 
Union-Tribune,  says  sometimes  an  unusual 
solution  is  needed.  “It  depends  on  the  situ¬ 
ation  and  the  nature  of  the  disagreement,” 
she  says.  “There  is  more  willingness  today 
by  newspapers  to  discuss  things.”  m 

The  Sun,  Times 
Xcelerate  sites 

FutureTense  Inc.,  a  leading  provider  of  e- 
publishing  software,  will  provide  its 
IPS  (Internet  Publishing  System)  Xcelerate 
program  to  manage  and  publish  content  for 
The  New  York  Times  on  the  Web  site, 
http://www.nytimes.com.,  and  the  Balti¬ 
more  Sun  Web  site,  http://www.sun- 
spot.net. 

IPS  Xcelerate  is  an  IPS-based  e-publish- 
ing  application  specifically  designed  for  the 
commercial  publishing  industry  that  allows 
the  delivery  of  content  from  multiple 
sources  with  a  flexible  design,  according  to 
FutureTense  officials. 

For  more  information  on  FutureTense 
and  IPS  Xcelerate,  log  on  to  http://www.- 
futuretense.com. 
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NEWS 

Tampa/St.  Pete  papers 
fight  over  USS  Fonesta! 

Editor  faces  rough  ethical  seas  over  ship  project 


by  David  Noack 

or  the  past  year,  the  Tampa  (Fla.) 
Tribune  has  been  promoting,  on  its 
editorial  pages  and  in  columns, 
an  effort  to  bring  the  USS  Forrestal  to 
Tampa  and  turn  it  into  a  floating 
museum  that  would  help  spur  down¬ 
town  tourism  activity. 

The  argument  goes  that  while 
tourists  fly  into  Tampa,  they  scurry 
east  to  the  central-Florida  attractions 
of  Disney  World  or  Universal  Studios 
or  saunter  west  to  the  beaches  of  the 
Gulf  Coast,  so  if  Tampa  were  to  have 
the  Forrestal,  maybe  tourists  would 
linger  a  little  longer  in  town.  The  air¬ 
craft  carrier,  which  held  its  commis¬ 
sion  for  38  years,  was  officially 
retired  by  the  U.S.  Navy  in  1993. 
Recently,  the  ship  was  towed  from 
Philadelphia  to  Newport,  R.l. 

But  the  Tribune's  support  since  June  1998 
has  raised  ethical  questions  about  the  role  of 
Edwin  Roberts  Jr.,  its  editorial  page  editor, 
who  also  is  a  member  of  an  advisory  group 
seeking  to  lure  the  Forrestal  to  Tampa. 
Roberts,  a  Pulitzer  Prize  winner,  doesn’t 
deny  that  he  backs  the  project.  There  have 
been  17  editorials  or  columns  promoting  the 
project  since  last  summer. 

Since  the  idea  was  first  floated  in  a 
Roberts  column,  the  newspaper  has  con¬ 
tributed  $15,(XX)  in  advertising  space  and 
written  a  $1,(XX)  check  to  a  citizens  group 
trying  to  lure  the  Forrestal. 

Roberts  denies  crossing  any  ethical  line. 

“Someone  came  into  my  office  and  men¬ 
tioned  the  ship  was  available.  1  wrote  a  col¬ 
umn  last  June,  and  the  headline  was, 
‘Floating  a  Big  Idea  Just  for  the  Fun  of  It.’  1 
said  that  maybe  we  can  use  an  aircraft  carri¬ 
er  here  if  it  was  turned  into  a  high-quality 
naval  museum,”  says  Roberts,  who  sits  on  an 
advisory  board  of  the  group  seeking  to  bring 
the  Forrestal  to  Tampa. 

Two  media-ethics  observers  say  that  the 
difference  between  promoting  the  project  in 
the  paper  and  helping  to  organize  the  effort 
raises  questions  of  independence  and  that  the 
paper  needs  to  disclose  its  role  in  keeping  the 
project  afloat. 
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On  May  9,  the  St.  Petersburg  Times  ran  a 
lengthy  story  about  Roberts’  role  in  the 
Forrestal  effort.  The  story  noted  a  July  1998 
meeting  attended  by  Roberts,  Dick  Greco, 


mayor  of  Tampa,  and  Joseph  Garcia,  chair¬ 
man  of  the  Tampa  Port  Authority,  among 
others.  Greco,  as  mayor,  is  an  ex-officio 
member  of  the  port  authority’s  governing 
body.  The  meeting  may  have  broken  the 
state’s  stringent  open-government  laws. 

Roberts  says  he  did  not  mean  to  skirt  the 
state’s  open-government  law. 

“I  didn’t  think  of  that.  I  was  thinking  of 
the  mayor  as  the  mayor.  We  have  a  strict 
‘Sunshine  Law’  in  Florida,  and  that  was  a 
violation,  an  unwitting  violation,”  admits 
Roberts.  Rorida’s  law  holds  that  two  mem¬ 
bers  of  the  same  government  body  can’t  get 
together  and  discuss  public  business. 

The  Times'  stories  prompted  Tribune  pub¬ 
lisher  Reid  Ashe  to  pen  a  one-page  memo  to 
the  paper’s  staff  defending  Roberts. 

“I  think  Ed  Roberts  is  a  great  editorial 
page  editor,  and  this  is  one  of  his  favorite 
projects,  and  I  think  it’s  entirely  appropriate 
for  him  to  promote  it  editorially.  ...  I’m 
proud  to  have  an  editorial  page  editor  who  is 
positive  and  an  activist,”  says  Ashe,  who 
adds  that  the  editorial  support  has  not  influ¬ 
enced  news  coverage  and  defends  the  in-kind 
advertising  and  monetary  contributions  to  the 
project. 

Steve  Geimann.  who  chairs  the  ethics 
committee  of  the  Society  of  Professional 


Journalists  (SPJ),  says  a  journalist,  whether  a 
reporter  or  editor,  can  jeopardize  his  or  her 
independence  by  joining  an  advisory  group. 

“The  minute  you  compromise  your  inde¬ 
pendence  by  becoming  a  member  of  an  advi¬ 
sory  group  or  sitting  on  a  board,  this  is  the 
whole  issue  that  gets  involved  with  civic 
journalism.  Where  do  you  draw  the  line 
between  legitimate  participation  as  a  citizen 
and  your  role  as  a  working  journalist?  And  it 
appears  to  me  that  the  issue  of  independence, 
of  not  being  influenced  by  other  entities,  was 
at  play  here,”  says  Geimann. 

Bill  Babcock,  an  associate  professor  of 
journalism  at  the  University  of 
Miruiesota,  says  he  has  no  problem 
with  the  Tribune  backing  the  project,  as 
long  as  readers  know  about  the  paper’s 
involvement. 

“Boosterism,  I  don’t  have  a  problem 
with.  The  key  is  that  it’s  done  above¬ 
board:  that  there  is  no  question  what 
you  are  promoting,  what  you  are 
encouraging,  who  indeed  is  backing  it, 
whether  it's  the  paper  or  the  editorial 
page  editor,  whether  it’s  a  columnist, 
you  have  to  be  very  clear,”  says 
Babcock. 

This  isn’t  the  first  time  a  newspaper 
has  gone  to  bat  and  opened  its  wallet 
for  a  civic  project. 

Last  October,  for  example,  the  Tech 
Museum  of  Innovation  opened  in  downtown 
San  Jose,  Calif.  For  this  project,  Knight 
Bidder’s  San  Jose  Mercury  News  contributed 
a  little  more  than  $1  million;  the  John  S.  and 
James  L.  Knight  Foundation,  which  is  sepa¬ 
rate  from  the  newspaper  and  operates  inde¬ 
pendently  of  the  company,  donated  $1  mil¬ 
lion;  and  R  Anthony  Bidder,  chief  executive 
officer  of  Knight  Ridder,  personally  gave 
$148,773.  Mercury  Ne^’s  publisher  Jay  T. 
Harris  is  also  a  member  of  the  museum’s 
board  of  directors. 

Jim  Finefrock,  editorial  page  editor  of  the 
San  Francisco  E.\aminer,  said:  “We  did  not 
do  an  editorial  on  the  Merc  Neva’s'  support  of 
the  Tech  Museum.  I’m  not  much  of  a  fan  of 
civic  journalism.  1  think  newspaper  editorial 
pages  ought  to  be  nonpartisan  observers  of 
the  passing  scene  and,  usually,  at  least,  not 
players.” 

Examiner  managing  editor  Sharon  Rosen- 
hause  says  trying  to  gauge  a  newspaper’s 
support  for  a  civic  project  is  a  moving  target. 

“I’m  not  sure  you  can  quantify  how  much 
support  for  a  civic  project  is  too  much.  It 
depends  what  the  editorials  say.  It  depends 
how  much  money  is  given  in  relation  to  the 
total.  But  you  always  know  when  it’s  too 
much  or  when  a  line  has  been  crossed,”  says 
Rosenhause.  H 
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A  media  baroe  aborning 

New  Mexican  collegian  shows  Independent  spirit 


by  Joe  Strupp 

Jason  Watkins  doesn’t  want  to  be  the 
next  Rupert  Murdoch  or  Dean 
Singleton. 

But  after  launching  his  own  weekly  news¬ 
paper  last  month  at  the  ripe  old  age  of 
20,  and  laying  the 
groundwork  for  two 
or  three  more  start-up 
publications  in  the 
next  few  years,  this 
New  Mexico  college 
student  is  already  on 
his  way  to  a  news 
empire  that  one  day 
could  rival  those  of 
Murdoch,  Singleton, 
or  William  Randolph 
Hearst. 

“Hearst.  maybe,” 

Watkins  says  with  a 
laugh  during  a  recent 
phone  interview  from 
his  office  at  The 
Independent,  a  3,000- 
circulation  weekly 
that  Watkins  launched 
May  21  in  his  home¬ 
town  of  Lordsburg, 

N.M.  “I  don’t  really 
want  to  be  a  media  mogul,  but  I  like  the  free¬ 
dom  to  do  the  things  1  want  to  do  and  make  a 
good  paper  go.” 

Watkins,  who  will  start  his  junior  year 
this  fall  at  the  University  of  Arizona,  says  he 
started  the  newspaper  using  a  $30,000  bank 
loan  —  obtained  with  help  from  family 
members  —  and  a  desire  to  give  his  home¬ 
town  proper  news  coverage. 

During  high  school,  Watkins  says  he 
worked  for  three  years  as  a  part-time  reporter 
and  photographer  at  Lordsburg ’s  other  week¬ 
ly  newspaper,  the  Lordsburg  Liberal,  where 
he  says  former  Liberal  publisher  Jack  Walz 
“taught  me  everything  I  know  about  journal¬ 
ism.”  When  Walz  died  earlier  this  year, 
Watkins  tried  to  buy  the  newspaper,  but  was 
rebuffed  by  its  new  owners.  So  he  collected 
financing,  hired  away  the  Liberal's  longtime 
editor  Brenda  Collins’  and  started  his  own 
weekly  for  30  cents  a  copy  —  10  cents  less 
than  the  Liberal. 

“It  was  worth  a  shot,”  says  Collins,  who 
spent  eight  years  at  the  Liberal  as  reporter 
and  editor  and  liked  the  challenge  of  a  new 


paper  “The  Liberal  was  not  very  local,  and 
we  knew  we  could  give  a  local  flair.” 

Liberal  publishers  declined  to  comment. 

The  Independent's  first  issue  included  16 
pages  of  news  and  ads,  among  them  a  Page- 
One  story  on  the  death  of  Watkins’  grandfa¬ 
ther,  a  former  mayor. 

Watkins  admits  that 
starting  a  newspaper  at 
his  age  is  unusual  but 
says  he  got  the  itch  after 
coming  home  from  col¬ 
lege  on  several  occa¬ 
sions  and  wishing  that 
his  hometown  had  more 
to  offer  readers.  He 
believes  he  can  run  the 
newspaper  by  taking  a 
light  classload  and  driv¬ 
ing  the  two  hours 
each  way  from 
Tucson  to  Lords¬ 
burg  to  work  on 
the  publication 
during  weekends 
and  vacations. 

“After  a  year,  I 
think  1  will  be  able 
to  stay  at  school  and 
let  the  editor  run  it 
from  here,”  Watkins 
says.  “Hopefully,  when  I  get  out  of  school,  I 
will  be  able  to  get  another  loan  and  start 
another  paper.  If  that  works.  I’ll  just  keep 
doing  it.” 

The  rookie  publisher  says  he’s  already 
instituted  his  first  ethics  policy  —  not  to  pub¬ 
lish  the  names  of  those  arrested  for  minor 
crimes.  “In  a  small  town,  that  can  be  deadly,” 
says  Watkins,  who  runs  a  police-blotter  page 
but  without  names  of  those  arrested  for 
minor  infractions.  “We  try  to  be  positive.” 

Those  who  know  Watkins  say  they’re  not 
surprised  by  his  ambition,  which  helped  him 
start  the  campus  newspaper.  The  Maverick, 
as  a  sophomore  at  Lordsburg  High  School  in 
1994,  Phyllis  McDonald,  the  newspaper’s 
advisor,  says  Watkins  was  publishing  the 
newspaper  every  two  weeks  at  its  height. 

“1  was  reluctant  when  he  first  came  to  me 
because  high-school  kids  always  want  to 
start  a  newspaper,  but  they  usually  fizzle  out 
when  they  see  how  much  work  it  is,”  says 
McDonald.  “But  he  never  missed  a  dead¬ 
line,  and  it’s  still  going.” 

McDonald,  who  taught  remedial  reading 


when  Watkins  approached  her  to  help  oversee 
the  publication,  says  Watkins  helped  make  the 
paper  part  of  the  high-school  curriculum  that 
eventually  grew  from  one  journalism  class  to 
three.  “He  changed  the  course  of  my  career,” 
she  says.  “I’m  now  a  journalism  teacher.” 

Last  year,  when  Watkins  worked  part- 
time  at  a  Tucson,  Ariz.,  radio  station,  his 
start-up  urge  struck  again  when  he  launched 
a  monthly  employee  newsletter  for  Slone 
Broadcasting,  which  runs  five  radio  stations. 
Slone  vice  president  of  programming  Herb 
Crowe  says  Watkins  got  so  involved  with  the 
newsletter  that  he  often  had  to  be  reminded 
to  do  his  job.  “He  spent  every  spare  minute 
working  on  that  newsletter,”  says  Crowe. 
“He  has  a  real  entrepreneurial  attitude.” 

Watkins  says  he  is  not  out  to  rule  the  jour¬ 
nalism  world  but  is  determined  to  make  a  liv¬ 
ing  as  his  own  boss  in  a  profession  he  enjoys. 

“I  don’t  want  to  ever  have  to  work  for 
someone  else,”  says  Watkins.  “I  like  being 
in  charge.”  ■■ 

Gun  ads  shot 
down  in  Madison 

The  two  daily  newspapers  in  Madison, 
Wis.,  will  no  longer  accept  gun  advertise¬ 
ments  unless  the  seller  is  a  licensed  gun 
dealer,  according  to  The  Associated  Press. 

The  new  policy  set  by  Madison  Newspa¬ 
pers  Inc.,  which  publishes  The  Capital 
Times  and  the  Wisconsin  State  Journal,  is 
the  result  of  staff  concerns  over  a  recent 
rash  of  gun  violence,  says  Phil  Stoddard, 
the  company’s  customer-service  director. 

“We  just  felt  it  was  in  the  best  interests 
of  our  customers  and  readers  that  these 
types  of  gun  sales  not  be  advertised,” 
Stoddard  says.  Concerns  were  heightened 
after  the  papers’  classified  ad  sections  sold 
ad  space  for  rifles  soon  after  the  April  20 
Colorado  high-school  shooting. 

Editor  fired  after 
a  gun  incident 

Charles  Wood,  editor  of  the  Helena 
(Mont.)  Independent  Record  for  14  years, 
was  dismissed  after  bringing  a  pistol  into 
work  June  1 . 

A  police  report  stated  that  officers  on 
the  scene  verified  that  Wood’s  .22-caliber 
Colt  Woodsman  semiautomatic  was  “not 
stolen”  and  the  deposition  is  listed  as 
“noncriminal.”  The  13,396-circulation 
daily  Record,  owned  by  Lee  Enterprises, 
listed  news  editor  Dave  Shors  as  acting 
editor,  but  made  no  formal  announcement 
about  Wood’s  departure. 
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Publisher  Jason  Watkins  and  editor 
Brenda  Collins  at  The  Independent  office. 
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Nexpo  ’99  a  real  blast 

Fireworks  fly  as  the  industry  faces  the  future 


by  Mark  Fitzgerald, 

Lucia  Moses, 

Jim  Rosenberg,  and 
Carl  Sullivan 

LAS  VEGAS  —  This  year’s  giant 
Nexpo  show  went  out  with  a  burst  of  fire¬ 
works  worthy  of  its  venue,  from  the 
explosion  in  Internet  integration  to  the 
shine  of  Atex’s  new  Omnex  system  to  the 
sparkle  of  shaftless  press  technology. 

THE  INTERNET  AND  PRINT 

Since  the  Web  first  came  onto  the  scene, 
newspapers  have  been  trying  to  figure  out 
how  to  migrate  their  print  product  to  the 
Web.  While  many  newspapers  now  have 
Web  sites,  repurposing  that  material 
remains  a  challenge. 

Many  traditional  Nexpo  exhibitors  are 
integrating  HTML-export  functionality  to 
their  new  systems  and  upgrades.  System 
Integrators  Inc.  (SII)  told  conference  atten¬ 
dees  that  its  2publish!  Web-publishing  pro¬ 
gram  would  be  available  within  six  months. 
Other  companies,  such  as  Cybergraphic 
Inc.  of  Burlington.  Mass.,  showcased  their 
new  publishing  systems  which  are 
designed  for  multimedia  publishing,  not 
just  print  newspapers. 

Overall,  new  media  has  become  an  inte¬ 
gral  part  of  Nexpo.  “There’s  unquestionably 
more  new-media  equipment  that  addresses 
the  needs  of  distributing  news  and  advertise¬ 
ments  on  the  Internet,”  says  Eric  Wolferman, 
the  Newspaper  Association  of  America’s 
senior  vice  president  for  technology.  “News¬ 
paper  equipment  now  addresses  more  than 
just  print  on  paper.  A  notable  trend  is  data 
management  systems  that  are  intended  to  dis¬ 
tribute  data  to  multiple  media.” 

A  new  theme  out  of  this  year’s  Nexpo  was 
the  importance  of  making  content  flow  the 
other  way  —  from  the  Web  to  print.  “Taking 
content  from  the  Web  and  sinking  it  back  into 
the  newspaper  —  that’s  the  future,”  says  Paul 
Camp,  CEO  of  the  new  Thomson  division 
that  married  Thomson  Target  Media  and 
Thomson  Interactive  Media.  The  two-way 
street  is  important  because  it  will  solidify  the 
notion  that  newspapers  aren’t  just  in  the  print 
business  anymore.  Camp  and  others  suggest. 

Gannett  Media  Technologies  International 
of  Cincinnati  has  integrated  a  function  called 
In2Print  into  its  Celebro  city  guide  package. 
Already  used  in  Palm  Springs,  Fla.,  the  fea¬ 


ture  feeds  online  calendar  listings  into  a  sec¬ 
tion  for  the  print  newspaper,  says  Karen 
Taylor,  marketing  manager. 

David  Frenkel,  president  and  COO  of 
Pentawave  in  Scottsdale,  Ariz.,  told  anyone 
who  would  listen  about  his  company’s 
CustomCasting  technology,  which  makes  it 
possible  to  produce  content  in  any  desired 
mix  of  media,  including  print,  Web,  TV,  fax, 
and  other  media  as  they  emerge.  “It’s  a  leap 
of  faith,  but  one  newspapers  will  have  to 
make  to  survive,”  he  says. 

Integrating  the  Web  into  a  newspaper’s 
existing  operations  is  essential,  Frenkel  says. 
Spinning  off  the  new-media  division  into  a 
separate  company  probably  isn’t  good  busi¬ 
ness  in  the  long  run,  he  says.  The  New  York 
Times  Co.,  Tribune  Co.,  and  A.H.  Belo  Corp. 
are  among  the  media  groups  that  have  recent¬ 
ly  spun  off  their  Web  holdings. 

“I  think  it’s  a  very  dangerous  strategy,” 
Frenkel  says.  “What’s  pushing  them  to  do 
this  is  the  analysts,  who  want  everyone  to  fol¬ 
low  a  ‘.com’  strategy.” 

Evan  Neufeld  of  New  York’s  Jupiter 
Communications  also  called  this  trend  short¬ 
sighted.  “You  need  to  really  integrate  your 
Internet  division  and  make  it  part  of  your  core 
business,”  he  says.  While  freeing  the  new- 
media  division  from  the  parent  company  may 
make  it  easier  to  move  forward  and  make  fast 
decisions  in  the  short  term,  it  leaves  the  core 
company  with  only  “old”  media  businesses. 
What  happens  if  print  newspapers  begin  to 
lose  circulation  and  advertising,  Neufeld 
asks.  What’s  the  core  company  left  with? 

“There  are  print-only  people  at  newspa¬ 
pers  and  Web-only  people,”  says  Lee 
Silverman,  worldwide  vice  president  of 
product  marketing  for  Cybergraphic.  The 
existence  of  these  two  camps  (or  splitting 
them  into  two  separate  companies,  for  that 
matter)  will  eventually  weaken  the  newspa¬ 
per’s  greatest  asset  —  its  brand,  he  says.  If 
papers  aren’t  aggressive  about  pushing  their 


brand  onto  the  Web,  some  competitor  will. 

The  strength  of  their  local  brands  can  help 
newspapers  sew  up  the  market  in  a  variety  of 
media,  says  Chris  Jennewein,  vice  presi- 
dentAechnology  and  operations  at  Knight 
Bidder  New  Media  in  San  Jose,  Calif.  “In 
Charlotte  [where  The  Charlotte  Observer  is  a 
Knight  Bidder  paper],  if  you  run  ads  in  print 
and  banners  on  the  Web,  you  get  over  50% 
penetration  of  that  local  market,”  he  says. 
“Packaging  [print  and  Web]  is  powerful.” 

Ed  Manning,  vice  president  of  sales  and 
marketing  for  Thomson  Interactive  Media  in 
Stamford,  Conn.,  adds,  “It  seems  like  the  first 
wave  of  fear  is  over.  Now  papers  are  just  try¬ 
ing  to  figure  out  how  to  build  their  Web  sites.” 

OLD  NAMES  WITH  NEW  SYSTEMS 

As  publishing  systems’  technologies  and 
purposes  continue  to  evolve,  two  venerable 
vendors  on  the  input  side  that  had  stumbled 
have  unveiled  systems  with  which  they 
hope  to  march  into  the  next  century.  At  the 
same  time,  the  engineer  who  sought  to  rev¬ 
olutionize  output  two  decades  ago  has  res¬ 
urrected  and  modernized  the  technology  in 
a  bid  to  leapfrog  competitors  in  a  market 
crowded  with  sellers  but  only  beginning  to 
see  the  first  big  buyers. 

After  giving  some  thought  to  perhaps  leav¬ 
ing  the  editorial  systems  market,  Atex  Media 
Solutions  jumped  in  with  both  feet.  Belying 
on  its  own  editing  and  pagination  software, 
Atex  designed  Omnex  from  the  ground  up  to 
prepare  copy  for  any  medium.  The  London- 
based  Financial  Times  is  the  new  product’s 
first  partner  and  possible  buyer. 

The  company  will  still  sell  DewarView  in 
the  United  States  and  Prestige  outside  the 
country.  But  for  big  news  outlets  and  other 
publishing  organizations,  Omnex  is  designed 
to  go  far  beyond  anything  imagined  for  the 
Total  Publishing  Environment  or  the  Dead¬ 
line  newsroom  front  end  devised  by  two  of 
the  firm’s  earlier  owners. 

To  support  media  convergence  with  a 
product  lacking  print  or  other  media  biases, 
says  Atex  chairman  and  CEO  Larry  Mihal- 
chik,  “we  rolled  the  dice”  and  went  with  the 
Extensible  Markup  Language  (XML)  by 
adopting  Bitstream’s  NuDoc  composition 
engine  for  Omnex.  The  choice,  he  and  edito¬ 
rial  product  manager  Jeff  Litvak  say,  allows 
modification  by  Atex  for  heavy-duty  newspa¬ 
per  use  in  a  product  “comparable  in  quality  to 
what  Atex  has  always  been  known  for.”  And 
with  the  release  of  Oracle  8,  Atex  could  lever¬ 
age  XML  for  work  in  multiple  media.  Other, 
almost  simultaneous  improvements  in  pro¬ 
gram  building  further  facilitated  creation  of 
the  object-oriented  software. 

Once  a  publication  is  modeled,  the  system 
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recognizes  rules  for  editioning  and  sectioning. 
It  also  knows  which  components  are  appropri¬ 
ate  for  a  given  medium,  further  reducing  the 
burden  on  editors,  Atex  executives  say. 
Workflows  will  be  tailored  for  the  nature  of 
the  medium  for  which  material  is  prepared. 

Also  at  the  high  end,  SII  looks  to  the  future 
with  a  new  system  that  takes  a  different  ap¬ 
proach  to  product  building  and  markets.  At 
Nexpo  it  debuted  its  earlier-announced  offer¬ 
ing,  now  named  Insiight,  that  joins  groupware 
to  off-the-shelf  layout-design  software  for 
pagination.  Based  on  work  undertaken  by 
British  SII  customer  Associated  Newspapers, 
Insiight  was  created  with  “middleware” 
derived  from  SB’s  integration  expertise  and  is 
marketed  as  an  alternative  to  its  System/77, 
which  uses  Compaq/Tandem  servers  and  SB’s 
own  NT-based  Coyote  software. 

Unlike  Atex,  SB  believes  it  is  no  longer 
best  served  by  building  systems  from 
scratch.  Instead,  says  president  Frank 
Washington,  “strategic  relationships  are  a 
reality  that  SB  has  fully  embraced.  The  basic 
technologies  will  be  supplied  by  IBM-Lotus 
or  Microsoft  groupware  and  by  Quark¬ 
XPress  or  Adobe  InE)esign  pagination.  The 
choice  is  the  customer’s. 

“We  designed  a  middleware  layer  that  is 
truly  XML-compatible,”  says  Mike  Lee,  SB 
executive  vice  president  for  worldwide 
sales.  Components  also  are  supplied  by 
Hearst  Corp.,  Pine  Tree,  Managing  Editor, 
and  Pongrass,  among  others.  Though  SB 
will  work  with  InDesign,  it  inked  a  nonex¬ 
clusive  license  for  Quark  CopyDesk  to  tight¬ 
ly  integrate  Xpress. 

With  the  editorial  system  on  its  way,  SB 
will  build  an  Insiight  advertising  system  based 
on  the  World  Class  system  from  Houston- 
based  CompuText.  For  now.  World  Class  is 
SB’s  ad  product  for  the  middle  market. 

A  third  major  systems  change  is  Digital 
Technology  International’s  wholesale  adop¬ 
tion  of  InDesign.  The  formerly  Macintosh- 
only  but  XPress-averse  developer  that  has 
been  moving  to  Windows  has  tossed  its  own 
pagination  in  favor  of  InDesign ’s  functionali¬ 
ty  and  flexibility  —  which  also  makes  it  com¬ 
paratively  easy  to  import  XPress  documents 
and  convert  files  from  existing  DT  systems 
through  InDesign’s  support  of  the  Portable 
Document  Format  (PDF). 

Systems  specialist  David  Oldham  reports 
XPress  conversions  have  proven  about  99% 
accurate.  And  though  background  conversions 
of  old  files  via  PDF  require  some  tweaking 
because  “our  old  h&j  [hyphenation  and  justi¬ 
fication]  engine  is  slightly  different  from 
Adobe’s,”  users  are  “excited”  about  InDe¬ 
sign’s  superior  composition. 

Elsewhere  on  the  show  floor:  SaxoTech 
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AP’s  David  Peterson,  left,  and  the  Star-Tribune’s 
Peter  Koeleman  discuss  AP  Preserver  at  Nexpo. 


offered  browser-based  SaxoPress  Any  Ware, 
which  can  remotely  call  up  full  system 
functionality,  as  needed,  from  a  newsroom 
server,  and  SaxoPress  @ccess,  a  Java  applet 
providing  limited  functionality;  Mactive 
reported  eight  North  American  customer 
sites;  Baseview  and  Managing  Editor  pro¬ 
moted  their  work  with  InDesign;  Stauffer 
Media  Systems  showed  its  own  versatile 
and  easy-to-use  AdQue,  a  Filemaker  Pro- 
based  front  end  to  Managing  Editor’s  ALS 
ad-layout  system;  Miles  33  brought  out  the 
full  suite  of  FutureProof  news  and  advertis¬ 
ing  products;  CCI-Europe  new  product 
sales  manager  Michael  H.  Tandrup  predict¬ 
ed  the  “true,  cross-media”  AdDesk  Sales 
system  in  joint  development  with  business 
systems  supplier  Neasi- Weber  International 
will  install  in  Denmark  next  month  and 
Britain  next  year. 

A  different  sort  of  integration  of  business 
and  publishing  systems  suppliers  took  place 
when  Australia’s  Cybergraphic  Systems 
was  purchased  by  Canadian  computer  ser¬ 
vices  firm  Geac  Corp.  Both  discussed  plans 
to  establish  Cybergraphic  as  a  North 
American  vendor  under  Tampa.  Ra. -based 
Geac  Publishing  Systems  —  formerly  Collier- 
Jackson. 

The  Associated  Press  will  replace  all 
members’  AP  Leafdesk  picture  desks  with 
the  new,  open-architecture  multimedia  AP 
Server;  replace  its  Photostream  and 
GraphicsNet  with  ObjectStream  satellite  dis¬ 
tribution;  and  inaugurate  Your  AP,  a  Web  site 
that  will  consolidate  two  weeks’  worth  of  all 
AP  images  and  copy  and  accept  material 
from  member  sites.  AP  also  announced  the 
Web-based  AdRES  companion  to  the  satel¬ 
lite  AdSend  ad  delivery  service,  which  trans¬ 
mits  ad  reservations,  automatically  alerts 
receiving  sites  and  acknowledges  down¬ 
loads.  All  are  free  to  members.  Not  free  will 
be  a  new  version  of  the  Preserver  archive. 

In  the  output  systems  arena,  Nexpo  showed 
not  only  does  the  race  for  speed  in  computer- 
to-plate  (CTP)  systems  seem  to  be  setting  new 
records,  but  also  a  remarkable  new  machine 
that  was  announced  by  a  new  competitor. 
Sonoran  Scanners  Inc.  may  be  a  new  player, 
but  it  is  the  enterprise  of  CTP  pioneer  Joe 
Donahue,  who,  while  at  Eocom  in  the  1970s, 
attempted  CTP  output  using  ultraviolet  expo¬ 
sure.  Today,  his  Sonoran  is  building  the  first 
CactusSetters  —  digital  laser  imagers  for  UV- 
exposed  plates.  Unfortunately,  the  prototype 
remains  at  his  Tucson,  Ariz.,  headquarters. 

To  achieve  a  very  high  (possibly  the  high¬ 
est)  speed  of  250  plates  per  hour  (125  double 
trucks),  the  two-plate,  single-imaging-head 
machine  requires  premium-priced  plates  that 
are  five  times  more  sensitive  than  convention¬ 


ally  exposed  UV  offset  newspaper  plates. 
Sonoran  vice  president  Norm  Bogen  assures, 
however,  that  the  new  imager  can  expose  con¬ 
ventional,  less-expensive  UV  plates,  although 
at  much  slower  speeds.  Standard  processor 
chemistry  develops  both  plates. 

Agfa  introduced  the  economical  PolarisE 
85pph  imager  —  slower  and  simpler  than  the 
Polaris  100  but  with  some  added  features.  The 
manufacturer,  Belgium’s  Strobbe,  reportedly 
is  making  a  version  faster  than  Agfa’s  100 
model  for  the  Financial  Times. 

Autologic  Information  International  high¬ 
lighted  a  wider  (27  inches)  and  faster  (240 
pph)  version  of  its  3850  platesetter,  one  of 
which  was  just  sold  to  The  Plain  Dealer  in 
Cleveland,  along  with  several  3850  film 
imagers.  K&F  Printing  Systems  matched  that 
240  pph  in  its  LaserExpress  by  speeding 
raster-image  processing  and  streamlining  data 
communications.  K&F  says  the  mechanics  of 
the  imager  always  supported  the  higher  speed. 

Krause  Newspaper  Systems  showed  its 
new  LS  Jet,  its  first  flatbed,  with  optical  cor¬ 
rection  of  its  beam  angle  (not  required  of  its 
drum  imagers).  Theoretically  able  to  image 
at  265  pph,  Krause  prefers  to  quote  a 
throughput  figure  of  1 80  pph  to  keep  a  real¬ 
istic  production  perspective,  according  to 
CEO  Rainer  Schuette. 

In  addition  to  announcing  sales  of  its  DMX 
2737  CTP  machine  to  Melbourne’s  Florida 
Today,  and  to  10  contract  print  sites  of  Los 
Angeles-based  Investor's  Business  Daily  (23 
machines  valued  at  over  $7  million),  Purup- 
Eskofot  demonstrated  its  ImageMaker,  which 
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exposes  multiple  media  and  can  upgrade  both 
format  size  and  medium,  outputting  film 
and/or  metal/polyester  plates  —  “giving  our 
customers  the  ability  to  protect  their  invest¬ 
ment,”  says  CEO  William  Schulin-Zeuthen. 

FasTrak  CTP  is  still  on  track  at  bankrupt 
PrePress  Systems,  since  the  company  was 
rescued  by  its  major  lender  and  investors 
associated  with  Monotype  Systems.  Pre- 
Press  Systems  still  exists,  but  Monotype 
took  over  sales  and  service.  Monotype  pres¬ 
ident  Dennis  Nierman  reports  that  with  the 
exception  of  one  day  since  the  May  11 
bankruptcy,  five  to  eight  Panther  or  FasTrak 
imagers  have  been  sold  daily. 

PRESSES 

During  a  Nexpo  that  was  so  busy  he  was 
rarely  out  of  his  exhibit’s  meeting  rooms. 
Wifag  America  vice  president/sales  Joe  On- 
dras  says  he  heard  one  question  repeatedly: 
“They  always  want  to  know,  ‘What  will  be 
the  next  breakthrough?”’ 

The  next  breakthrough  has  already  arrived, 
Ondras  argues.  It’s  shaftless  technology, 
which  drives  printing-press  components  indi¬ 
vidually  with  highly  synchronized  servo 
motors  rather  than  a  main  line  shaft  turning 
elaborate  gearing  systems.  The  technology 
can  mean  quicker  make-ready,  plate  changes 
while  the  rest  of  the  press  is  still  running,  and 
reduced  startup  waste,  its  proponents  say. 

“In  the  last  two  years,  our  orders  have  all 
been  for  shaftless,”  says  Vince  Lapinski,  vice 
president  of  Westmont,  Ill. -based  MAN 
Roland  Inc.’s  newspaper  group. 


Yet  the  way  newspapers  are  adopting 
shaftless  reflects  another  big  trend  in  the 
industry.  At  Nexpo,  some  of  the  busiest  ex¬ 
hibitors  were  those  offering  to  retrofit  aging 
offset  presses  to  shaftless  or  shaftlesslike 
printing  (See  Tech  story,  page  60). 

Press  suppliers  say  they  are  seeing  more  of 
a  tendency  to  try  to  graft  state-of-the-art  tech¬ 
nology  on  older  presses.  “There’s  a  mentality 
in  the  newspaper  industry  to  spend  only 
enough  to  solve  today’s  problem,”  Lapinski 
says.  “People  believe  they  can  take  a  20-year- 
old  machine  and  make  it  as  good  as  it  was 
before.  No,  they  can’t.  It’s  like  taking  a  20- 
year-old  car  and  giving  it  an  upgrade  and 
believing  it  will  perform  like  a  new  car.” 

There  were  no  blockbuster  press  sales 
announced  at  Nexpo  ’99.  The  two  biggest 
orders  reflected  the  industry  preference  to 
expand  incrementally.  Both  orders  went  to 
Goss:  The  Star  Tribune  in  Minneapolis  is 
buying  five  new  Goss  Headliner  Offset  units, 
adding  one  unit  to  each  of  its  five  existing 
press  lines  of  Headliner  Offset;  and  The  Daily 
Oklahonuin  in  Oklahoma  City  is  buying  two 
Goss  Global  Newsliner  towers  that  will  be 
located  at  the  end  of  one  of  its  three  existing 
press  lines  of  Goss  Metroliner  presses. 

Still,  press  makers  are  generally  optimistic 
about  the  market.  For  the  second  year  in  a 
row,  TKS  (USA)  Inc.  brought  a  running  press 
to  Nexpo,  this  time  the  four-high  tower  Color 
Top  60(X).  The  distributed  drive  shaftless 
press  was  run  at  75,000  copies  per  hour. 

Goss  Graphic  Systems  of  Westmont.  Ill., 
which  has  disclosed  cash-flow  problems,  was 
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the  subject  of  rumors  about  its  future,  virtual¬ 
ly  from  the  show’s  opening.  But  marketing 
director  Barbara  Gora  says  visitors  to  its 
exhibit  were  “extremely  supportive.” 

POST-PRESS 

“Retrofit”  was  a  bigger  buzzword  among 
post-press  vendors  at  Nexpo  ’99  than  any 
technology.  “I  still  feel  there  is  a  little  hesita¬ 
tion  out  there  on  the  part  of  newspapers,”  says 
Tim  Cooper,  whose  Savannah,  Ga. -based 
Plumtree  Co.  introduced  a  QTMS  Copy 
Counter  III  stream  counter  designed  smaller 
for  easier  retrofit. 

Typical  of  the  mailroom  equipment  intro¬ 
duced  this  year  was  the  Millennium,  an 
inserter  pocket  designed  as  an  add-on  to 
Mueller-Martini’s  discontinued  227  inserter 
model.  “There’s  a  crying  need  out  there  for 
extra  pockets  —  not  for  whole  machines,  but 
for  extra  pockets.  People  have  got  eight,  and 
they  need  nine,”  says  Tom  Bagwell,  the  engi¬ 
neer  who  developed  the  pocket.  Ferag  Am¬ 
ericas  is  marketing  the  Millennium  under  its 
brand  name  USA  Leader. 

Packaging  vendors  also  extended  their 
own  lines  with  the  goal  of  becoming  one- 
stop  shopping  destinations  for  newspapers. 
Machine  Design  Service  Inc.  of  Denver 
introduced  its  first  stacker,  which  uses  an 
open-frame  design  for  three-sided  accessi¬ 
bility  to  product.  Dover,  N.H.-headquartered 
Heidelberg  Web  Systems  introduced  the  first 
high-volume  newspaper  inserter  it  has 
offered  in  decades,  the  NP1280.  Miami- 
based  Quipp  Systems  Inc.  introduced  its  first 
automatic  palletizer.  Hanover  Park.  111.- 
based  Gammerler  introduced  a  newspaper 
version  of  its  commercial  stacker,  the 
PrintPath  STC-70. 

Packaging  vendors  say  they  are  respond¬ 
ing  to  newspaper  demands  to  gently  handle 
ever-lighter  inserts  and  products.  “Newspa¬ 
pers  want  to  be  able  to  handle  products  that 
are  lighter,  that  have  different  kinds  of  stock. 
They  are  facing  higher  and  higher  volumes 
and  longer  and  longer  runs,  so  we  think  they 
will  want  the  reliability  of  a  product  that  is  so 
robustly  built,”  says  Robert  Bassett,  a  former 
Goss  Graphics  executive  and  Gammerler’s 
new  president. 

Another  standard  offering  by  packaging 
vendors  now  is  remote  diagnostics  over  the 
Internet.  “More  people  have  Ethernet  con¬ 
nectivity  now,  so  it’s  a  lot  easier  to  do 
[remote  diagnostics]  than  it  was  even  three 
years  ago,”  says  Brian  K.  Finkbone,  nation¬ 
al  account  manager  with  GE  Instrument 
Control  Service. 


NEXPO  Conference  Coverage  at 
http://www.mediainfo.com/  ep 
home/news/newshtm/nexpo99.htm 
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THE  EVOLUTIOIT  OF  THl  BUTTON 

A  brief  history 

e 

the  i^tb  floor  button 

e 

the  right  flipper  button 


the  rewind  button 


the  spare  button 


the  “access  to  your  site  from  every 
new  Compaq  PC  sold”  button 


Introducing  a  new  partnership:  flltaVista/Zip2,  Compaq  and  you.  It  all  begins  with  the  push  of  a 
button.  Namely,  the  button  on  Compaq’s  Internet  PC  keyboard  that  zips  users  to  the  nearest 
PltaVista/Zip2-powered  Web  site.  If  that  site’s  yours,  this  evolutionary  development  could  have  a  revo¬ 
lutionary  effect.  Rnd  it’s  just  the  beginning.  Zip2  Homebase  combined  with  RitaVista  Search  creates 
the  Internet’s  leading  local  portal  service— from  search  and  e-mail  to  shopping  and  added  content. 
To  ensure  your  online  success  is  all  buttoned  up.  Just  press  these  phone  buttons:  (650)  449-4400. 
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INFE  speakers  stress 
versatility  in  woikplace 

Financial  execs  must  adapt  to  changing  industry 


by  Lucia  Moses 

LAS  VEGAS  —  Bean  counters  no 
more,  today’s  newspaper  financial  exec¬ 
utives  need  strong  management  skills 
and  an  understanding  of  the  entire  orga¬ 
nization.  That  was  the  theme  of  the  52nd 
annual  convention  of  the  International 
Newspaper  Financial  Executives 
(INFE),  which  met  June  13-16  at 
Caesar’s  Palace. 

More  than  350  members  and  non¬ 
members  attended  the  828-member 
organization’s  conference  held  in  the 
gambling  capital,  where  sessions 
focused  on  the  managerial,  financial, 
and  strategic  areas  of  the  business  exec¬ 
utive’s  job.  The  group  met,  as  it  does 
periodically,  in  conjunction  with  Nexpo 
’99,  the  annual  newspaper  technology 
and  operations  trade  show,  giving  INFE 
members  a  chance  to  attend  operations 
sessions  and  visit  the  show  floor  where 
more  than  400  vendors  were  exhibited. 

Highlighting  the  conference  was  a 
panel  discussion  with  four  of  the  indus¬ 
try’s  star  executives,  who  discussed  the 
changing  shape  of  newspaper  compa¬ 


nies.  The  Internet  threat,  consolidation 
trend,  and  anticipated  change  in  cross¬ 
ownership  will  drastically  change  how 
newspaper  companies  of  the  future  look 
and  operate,  the  executives  say. 

The  participants  were  Tony  Bidder, 
CEO  of  Knight  Bidder;  Gary  Watson, 
president  of  Gannett  Co.  Inc.’s  newspa¬ 
per  division;  Dean  Singleton,  CEO  of 
MediaNews  Group  Inc.;  and  Balph 
Martin,  CEO  of  Birmingham,  Ala.- 
based  Community  Newspaper  Holdings 
Inc. 

Bidder  encourages  newspapers  to 
team  up  to  compete  in  the  online  world. 


as  Knight  Bidder  has  done  by  forming 
online  partnerships  with  other  newspa¬ 
per  companies.  “What  concerns  me  is, 
the  newspaper  industry  is  not  taking  the 
Internet  as  seriously  as  it  should,” 
Bidder  says.  “I  think  newspapers  spend 
too  much  time  competing  with  each 
other.  I  think  we  have  to  do  a  better  job 
of  working  together.” 

Another  piece  of  advice  from  the 
panelists  to  the  audience:  focus  on 
building  and  retaining  circulation,  and 
be  strategic  partners  with  publishers  and 
other  key  executives  at  the  newspaper. 

The  four-day  networking  and  educa¬ 
tion  conference  opened  on  an  inspiring 
note,  as  participants  were  treated  to  a 
pep  talk  from  motivational  speaker  Art 
Berg.  Berg,  who  was  left  a  quadriplegic 
after  a  car  accident  15  years  ago,  told 
listeners  that  just  as  he  had  to  adapt  after 
his  accident,  their  success  depends  on 
their  ability  to  adapt  to  changes  in  their 
industry. 

In  the  spirit  of  afflicting  the  comfort¬ 
able,  Gregory  E.  Favre,  vice  president  of 
news  for  McClatchy  Newspapers, 
warned  INFE  members  during  a  lun¬ 
cheon  speech  that  paying  too  much 
attention  to  delivering  profits  threatens 
the  product,  and  he  urged  newspapers  to 
make  quality  journalism  their  core 
value.  Favre,  who  peppered  his  remarks 
with  good-natured  humor,  emphasizes, 
however,  that  the  editorial  and  business 
sides  can  —  and  must  —  work  together 
in  a  spirit  of  mutual  respect. 

During  a  legal  update,  a  staple  of 
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every  INFE  annual  convention,  associa¬ 
tion  general  counsel  L.  Michael  Zinser 
cautioned  executives  to  be  ready  to  react 
as  unions  are  focusing  attention  on  orga¬ 
nizing  groups  at  newspapers.  “The 
Teamsters  right  now  are  very  actively 
looking  at  newspapers,”  he  says.  He  also 
recommends  that  newspapers  update 
their  sexual  harassment  policies  to 
reflect  last  year’s  U.S.  Supreme  Court 
ruling  that  establishes  greater  liability 
for  employers,  and  to  make  sure  that  the 
newspaper’s  contract  with  adult  carriers 
clearly  states  what  benefits  carriers  are 
entitled  to. 

Family-owned  newspapers  lobbying 
for  a  change  in  the  estate  and  gift  tax 
code  won’t  get  any  major  relief  in  their 
next  federal  tax  bill,  Greg  Jenner  of 
PriceWaterhouseCoopers  told  INFE 
members  during  a  tax  update,  also  an 
annual  event.  The  code,  blamed  for  the 
declining  number  of  family-owned 
papers,  is  insignificant  from  a  revenue 
standpoint  but  a  political  hot  potato, 
Jenner  explains. 

And  on  the  strategy  side,  newspaper 
consultant  Tom  Arnold  told  executives 
that  they  can  make  their  newspapers 
more  profitable  and  reduce  waste  using 
analysis  tools  that  measure  the  cost  of 
providing  a  service  or  product  to  the 
reader  or  advertiser  and  help  newspapers 
set  improvement  goals.  Bl 


INFE  Conference  coverage  located 
at  http://www.mediainfo.com/ 
ephome/news/newshtm/infe99.htm 


Newspapers  still  No.  1  value 

NAA:  From  ‘Good-bye’  to  ‘Good  Buy’  for  advertisers 


by  Michael  McCullough 

VANCOUVER,  British  Columbia  — 
Despite  circulation  declines,  newspapers 
continue  to  be  an  effective  and  highly 
competitive  advertising  medium,  speaker 
after  speaker  told  the  Newspaper  Associa¬ 
tion  of  America’s  (NAA)  annual  Research 
Conference  June  13-15.  The  problem  is 
newspapers  aren’t  capitalizing  on  their 
competitive  advantages,  and  so  the  myth 
persists  —  fueled  by  the  efforts  of  com¬ 
peting  media  —  that  they  are  dying. 

Part  of  the  reason  is  that  newspapers  still 
tend  to  measure  themselves  by  circulation, 
and  not  by  readership,  the  way  other  media 
do.  The  conference’s  Canadian  hosts  have 
been  measuring  readership  for  a  number  of 
years,  notes  Jim  Fahey,  associate  research 
manager  for  The  Toronto  Star.  In  1995,  the 
Canadian  magazine  industry’s  Print  Measure¬ 
ment  Bureau  conducted  a  Media  Effective¬ 
ness  Study  that  showed  consumers  trusted 
and  acted  on  newspaper  ads  more  than  any 
other  medium,  including  magazines. 

Fahey  also  drew  on  the  results  of  the  most 
recent  (1998)  NADbank  survey  commis¬ 
sioned  by  the  Canadian  Newspapers  Associa¬ 
tion,  based  on  more  than  23,000  telephone 
interviews  across  Canada.  Taking  mutual 
funds  as  an  example,  the  study  showed  news¬ 
papers  to  be  far  and  away  the  leading  source 
of  advertising  information  for  investors,  with 


four  times  the  numbers  of  the  next  most  influ¬ 
ential  medium,  TV. 

Research  conducted  for  the  Star  by  Minne¬ 
sota  Opinion  Research  Iik.  (MORI)  further 
supported  the  findings  of  the  universal  stud¬ 
ies.  MORI  president  Kristin  McGrath  notes 
how,  again  using  the  example  of  mutual 
funds,  Toronto  residents  get  more  informa¬ 
tion  from  the  city’s  four  dailies  than  all  other 
sources  combined.  Even  small  percentages 
could  translate  into  big  sales  when  advertis¬ 
ing  in  a  big  metro  daily.  For  example,  10%  of 
mutual-fund  owners  said  they  bought  prod¬ 
ucts  they  had  not  thought  of  buying  before¬ 
hand  because  of  something  they  read  in  the 
newspaper.  In  a  market  the  size  of  Toronto, 
this  translates  into  127,000  people. 

So  why  are  newspapers  still  undervalued? 
There  remains  the  problem  of  creating  a  com¬ 
mon  media  measurement  system  that  puts 
competitors  in  their  place.  “We  need  to  have 
a  currency  that  we  can  look  at  and  is  highly 
credible,”  argues  Jayne  Splitter,  senior  vice 
president  and  worldwide  media  research 
director  for  the  Starcom/Leo  Burnett  ad 
agency.  To  that  end,  the  Audit  Bureau  of 
Circulations  is  developing  a  readership  mea¬ 
surement  system,  as  is  the  Media  Rating 
Council.  And  the  NAA  itself  is  developing  a 
Competitive  Media  Index,  which  measures 
the  effectiveness  of  advertising  in  newspapers 
by  the  same  methods  of  measuring  other 
media,  and  the  Reader  Profile  Service,  which 
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identifies  reader  groups  in  the  same  way  that 
advertisers  identify  customer  groups. 

For  their  part,  advertisers  attending  the 
conference  didn’t  need  any  convincing  as  to 
newspapers’  effectiveness.  They  still  had  one 
request: 

Show  us  the  info.  Small  and  mid-sized 
advertisers  can’t  afford  analysis  on  every  mar¬ 
ket,  says  Kathy  Castle,  media  manager  for  the 
Good  Guys,  a  San  Francisco-based  audio¬ 
video  chain.  Newspapers  have  the  research  on 
demographics,  segmentation,  market  share, 
and  trends.  “Do  yourself  a  favor,  empower 
your  customers  with  that  information.’’ 

At  least  three  sessions  at  the  Research 
Conference  touched  on  how  print  ads  really 
work.  Preliminary  results  from  the  NAA’s 
recent  “Advertising  Elements  Study”  mir¬ 
rored  the  findings  of  the  Canadian  News¬ 
paper  Marketing  Bureau  in  its  1993  “News¬ 
paper  Advertising  Effectiveness  Study:” 
increa.sed  size,  color,  and  graphics  boost  both 
awareness  and  full-on  attention,  but  page 
selection  and  positioning  don’t. 

Jeff  Wolff,  market  research  manager  for 


The  Gazette  in  Cedar  Rapids,  Iowa,  illustrated 
the  findings  with  a  comparison  of  automotive 
display  classifieds  on  four  successive  pages  at 
the  back  of  the  paper’s  sports  section  on  Aug. 
20,  1998.  While  the  ad  on  the  first  of  those 
pages,  surrounded  by  editorial,  was  the  one 
noticed  by  the  most  readers,  readers  planning 
to  purchase  an  automobile  noted  and  read  ads 
on  all  four  pages,  at  the  top  and  the  bottom  of 
the  page,  in  roughly  equal  measure.  By  con¬ 
trast,  an  ad  for  a  dance  school  containing  an 
illustration  had  twice  the  penetration  of  an  ad 
for  another  dance  school  —  exactly  the  same 
size  —  with  no  illustration.  In  fact,  attention 
increased  with  the  number  of  different  visual 
elements  in  an  ad.  The  most-read  ads  con¬ 
tained  upwards  of  10  photographs. 

A  1997  MORI  survey  in  an  unnamed  U.S. 
market  showed  that  people  looked  to  news¬ 
papers  for  advertising  information  in  a  wide 
range  of  sectors,  and  were  prepared  to  search 
out  sections  where  those  ads  were  most  like¬ 
ly  to  appear. 

Readers  actually  preferred  the  front  news 
section  to  contain  news  and  the  ads  to  be 


attached  to  the  appropriate  section  to  follow, 
according  to  MORI  president  Kristin 
McGrath.  The  NAA’s  ongoing  study  of 
online  advertising  suggested  even  Internet 
users  consider  the  newspapers  their  No.  1 
choice  for  classified  ads. 

All  this  heartwarming  evidence  notwith¬ 
standing,  newspapers  still  face  an  uphill  bat¬ 
tle  against  readership  declines,  John  Kim¬ 
ball,  the  NAA’s  vice  president  and  chief  mar¬ 
keting  officer,  points  out.  The  association  has 
launched  a  campaign  to  help  reverse  the 
trend,  so  far  featuring  a  new  Readership 
Institute  at  Northwestern  University,  a  repo¬ 
sitioning  campaign  by  Atlanta’s  Z  Group, 
and  reports  on  public  attitudes  towards  news¬ 
papers,  the  “best  practices”  of  titles  that  have 
managed  to  grow  readership,  and  how  to 
reach  teens.  As  more  than  one  panelist  in 
Vancouver  noted,  gathering  the  information 
is  only  half  the  researchers’  job;  the  other 
half  is  taking  effective  action.  ■■ 


McCullough  is  a  Vancouver-based 
free-lance  business  writer. 


WAN  draws  record  crowd 

Editors  and  publishers  have  reason  to  be  feeling  good 


by  Andrew  Lynch 

ZURICH,  Switzerland  —  Have  newspa¬ 
pers  finally  found  the  feel-good  factor?  You 
might  have  thought  so  in  June  13-16  when 
more  than  1,100  publishers  and  editors 
gathered  for  a  three-day  talkfest  on  the  ! 
future  of  newspapers,  organized  by  the 
World  Association  of  Newspapers  (WAN). 

The  record  turnout  for  the  52nd  World 
Newspaper  Congress  and  sixth  World  , 
Editors  Forum  was  not  just  drawn  by  the  ; 
old-world  charm  of  Zurich  and  the  gener-  j 
ous  Swiss  hosts. 

For  once,  it  seemed,  newspaper  executives 
could  look  up  to  the  new  millennium  rather 
than  down  at  their  feet  whenever  declining 
circulation,  TV’s  advertising  dominance,  and  : 
the  Internet  threat  were  mentioned. 

At  one  end,  there  was  New  York  Times  ' 
Co.  vice  chairman  Michael  Golden’s  study  i 
of  his  company’s  blueprint  for  expansion  in  1 
the  21st  century,  using  the  Internet  as  an  | 
engine  for  brand  and  circulation  growth,  as  I 
well  as  a  future  revenue  stream.  i 

At  the  other,  there  was  the  success  story 
forged  in  the  liberation  of  Poland  from  com¬ 
munism  at  Gazeta  Wyhorcza,  in  which  a  few  i 
Solidarity  trade  unionists  started  a  daily  that  i 


is  now  part  of  a  US$1. 7-billion  multimedia 
company  listed  in  Warsaw  and  London. 

Press  freedom  was  a  constant  refrain  at 
the  congress.  And  WAN  makes  sure  that  no 
one  misses  its  inextricable  link  to  commer¬ 
cial  viability. 

Totalitarian  countries  might  think  that  the 
association’s  Golden  Pen  of  Freedom  award 
—  given  this  year  to  exiled  Iranian  journal¬ 
ist  Faraj  Sarkuhi  —  was  a  piece  of  human- 
rights  grandstanding. 

But  the  gesture,  which  helped  to  end  jail 
terms  for  the  last  two  recipients,  is  not  made 
by  wishy-washy  idealists  but  hardened  busi¬ 
ness  executives. 

Even  at  the  dinner  in  the  closing 
moments  of  the  congress,  Swiss  publisher 
Michael  Ringier  made  an  impromptu  plea 
for  contributions  to  establish  a  fund  to  pro¬ 
mote  the  press  in  authoritarian  countries. 
“Solidarity  begins  in  the  mind,  but  can  only 
be  effective  when  it  reaches  our  wallets,” 
Ringier  said. 

He  should  know.  His  company,  Switzer¬ 
land’s  largest  publishing  house,  is  engaged 
in  both  China  and  Vietnam.  But  he  believes 
that  engagement  is  crucial  to  bringing  press 
freedom,  as  well  as  being  an  act  of  business 
enterprise. 


The  Swiss  press,  of  course,  has  cause  to 
be  optimistic.  Even  with  the  growing  threats 
of  liberalization  of  the  TV  industry  and 
wider  Internet  use,  newspapers  account  for 
more  than  70%  of  advertising  spending. 

Swiss  publishers  and  the  Publi  Groupe, 
which  sells  two-thirds  of  the  country’s 
print  advertisements,  presented  a  convinc¬ 
ing  showcase  of  their  attempt  to  hold  their 
ground,  which  includes  a  joint-venture 
database,  Swiss  Click. 

The  Swiss  are  passionate  cooperators. 
At  a  forum  to  discuss  the  coverage  of  the 
so-called  “Nazi  Gold,”  Swiss  journalists 
also  showed  that  they  were  passionate  de¬ 
fenders  of  their  country’s  honor. 

Two  journalists  of  Jewish  descent  — 
Esther  Girsberger,  editor  of  the  largest-sell¬ 
ing  quality  daily,  Tages-Anzeiger,  and  Max 
Frenkel,  the  editorial  columnist  of  the  top 
people’s  paper,  the  Neue  Zuercher  Zeitung 
—  joined  with  Ambassador  Thomas  Borer 
to  lay  into  the  U.S.  press. 

The  American  media  was  accused  of 
joining  an  attempt  to  blackmail  Switzer¬ 
land,  orchestrated  by  Jewish  groups  and 
the  U.S.  government.  The  Swiss  banks 
agreed  to  pay  out  US$t.25  billion  over  the 
disclosure  that  Holocaust  victims’  money 
had  lain  dormant  in  Swiss  accounts. 

The  New  York  Times'  correspondent, 
Alan  Cowell,  who  had  covered  the  story  of 
Switzerland’s  war  history,  defended  the 
Times'  reporting,  abetted  by  James  H. 
Ottaway  Jr,  senior  vice  president  of  Dow 
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An  update  from  the  editor 

The  new  Editor  &  Publisher  revisited 


Jones  &  Co.  (Ottaway,  for  his  part,  admit¬ 
ted  that  The  Wall  Street  Journal  had  not 
really  got  to  grips  with  the  story.) 

While  it  was  agreed  that  the  Swiss  lacked 
the  art  of  crisis  management,  the  accusations 
against  the  U.S.  press  flew  thick  and  fast. 

Tages-Anzeiger's  Girsberger  attacked 
The  New  York  Times,  which  was  ahead  of 
the  pack  on  the  story,  for  failing  to  publish 
letters  to  the  editor  that  defended  the  Swiss. 

Borer,  who  headed  a  task  force  on  the 
crisis,  deplored  illustrations  in  the  Times 
that  showed  a  famous  Swiss  mountain 
resort  behind  the  fence  of  Auschwitz  or 
Adolf  Hitler’s  image  in  a  cuckoo  clock. 

Neue  Zuercher  Zeitung's  Frenkel  de¬ 
scribed  the  pressure  on  Switzerland  as  black¬ 
mail.  aided  and  abetted  by  the  U.S.  media. 
He  singled  out  The  Ne\i’  York  Times  and  its 
columnist,  Thomas  Friedman.  The  Times, 
Frenkel  said,  “was  second  to  none  in  vilify¬ 
ing  and  misrepresenting  the  Swiss  position.” 

The  Times'  Cowell  took  an  understated 
line  of  defense,  indicating  that  the  paper’s 
reporting  was  an  honest  attempt  to  cover  a 
complicated  story,  the  last  chapter  of  the 
Holocaust.  Moreover,  it  wasn’t  the  Times 
that  sat  on  the  victims’  cash,  and  it  wasn’t 
the  Times  that  sacked  the  bank  employee 
who  blew  the  whistle  on  attempts  to  shred 
evidence,  he  said. 

Although  the  forum  seemed  at  times  like 
a  trial  of  the  U.S.  press,  it  did  provide  the 
most  emotionally  charged  moments  of  the 
three  days. 

The  congress  saw  three  major  studies  of 
the  industry  released.  The  first  was  the 
annual  World  Press  Trends  survey,  by  WAN 
and  Zenith  Media,  which,  for  the  first  time 
in  its  10-year  history,  gave  an  upbeat  evalu¬ 
ation  of  the  state  of  the  press. 

Circulation  was  holding  or  declining  less 
rapidly,  advertising  was  growing  and  reach 
helped  by  the  fragmentation  caused  by  the 
likes  of  cable  TV,  reported  WAN  director- 
general  Timothy  Balding. 

McKinsey,  the  management  consultants, 
presented  a  study  of  the  effect  of  price-cut¬ 
ting  around  the  world,  which  drew  strong 
publisher  interest. 

The  media  consulting  group.  Innovation, 
provided  a  detailed  study  of  innovations  in 
newspapers  from  marketing  to  design,  from 
circulation  to  the  Internet. 

Newspapers  seem  to  have  come  to  terms 
with  competition.  William  Thorsell,  editor 
of  The  Globe  and  Mail  in  Toronto,  detailed 
his  newspaper’s  efforts  to  upgrade  with  the 
arrival  of  Conrad  Black’s  National  Post. 

He  quoted  a  reader’s  letter:  “Thank  you, 
Conrad  Black,  for  making  an  already  fine 
Globe  and  Mail  a  better  newspaper.”  B 


by  Brian  L  Steffens 

The  newspaper  industry  is  wrestling 
with  the  question:  How  much 
information  do  we  put  on  free  Web 
sites  before  it  endangers  the  circulation  of 
our  print  publications? 

That’s  our  dilemma  here  at  E&P.  How 
do  we  create  a  timely,  lively  Editor  & 
Publisher  Interactive  (http://www.media- 
info.com)  without  making  our  115-year- 
old  magazine  obsolete?  As  I  outlined  in 
my  last  column,  we  took  the  middle 
ground  by  providing  daily  updates  on  our 
Web  site,  with  complete  stories  in  Editor 
&  Publisher  magazine.  It  is  a  middle 
ground  that  meets  our  readers’  need  for 
fast  industry  information,  but  doesn’t 
overtax  our  reporting  staff,  nor  erode  our 
print  circulation. 

Many  of  you  like  our  new,  timely 
approach.  You  get  the  timeliest  news,  but 
without  complete  duplication  in  the 
magazine. 

So  I  was  surprised,  even  dismayed,  to 
receive  a  few  e-mail  messages  and  read  a 
few  postings  on  a  popular  Journalism  list- 
serv  that  accused  us  of  relegating  our  Web 
site  to  a  cheap  marketing  tool  for  the  print 
magazine,  and  complaining  because  we 
are  not  republishing  the  print  magazine  on 
our  Web  site. 

Says  one:  “I  find  it  dismaying  that  an 
organization  that  calls  itself  relevant  to  the 
news  media  would  relegate  its  Internet 
publication  to  a  marketing  tool  for  its  print 
edition,  with  a  few  ‘breaking’  news  items 
thrown  in  to  make  it  appear  fresh.  ...  If 
your  organization  cannot  provide  more 
timely,  meaningful  content  online,  then  1 
don’t  see  much  reason  to  look  for  such 
information  in  a  printed  edition,  either.” 

And  another:  “[E&P]  Interactive  exists 
to  sell  pulp  subscriptions.” 

Our  Web  site  was  reorganized  to  put 
the  news  of  the  day  on  our  front  or  home 
page  —  not  a  click  or  two  away.  Since 
news  is  our  business,  we  decided  to  wear 
it  on  our  sleeve,  not  in  our  pocket.  We’ve 
nearly  tripled  the  amount  of  news  we’re 
putting  there  every  day,  updating  through¬ 
out  the  day. 

Add  the  most  comprehensive  set  of 
links  to  online  news  sites  (more  than 
1 1 ,0(X)  on  our  MediaLinks  page);  a  new 
vendor  database;  a  new,  easier-to-use 
archive  retrieval  system  from  Infonautics: 


and  the  best  classifieds  package  in  the 
industry  —  and  you  now  have  the  best 
news  industry  Web  site  at  your  fingertips. 

We  believe  we  significantly  improved 
both  products,  that  we  increased  the  value 
of  both  products  —  and  did  NOT  do  so  at 
the  expense  of  either  one.  The  magazine 
has  a  livelier  presentation  that  we  believe 
is  easier  to  read;  a  new,  substantive  cover 
story  each  week;  more  news  upfront;  later 
deadlines  for  more  timely  news;  increased 
emphasis  on  advertising/marketing/pro¬ 
motion;  more  thorough  coverage  of  the 
business  of  our  business;  and  a  renewed 
commitment  to  accuracy. 

Yes,  pulp  subscriptions  are  important. 
Although  our  Web  advertising  is  healthy 
and  growing,  it  doesn’t  support  the  news 
staff  that  brings  you  the  industry’s  only 
independent  daily  reports.  We  all  know 
that  the  only  thing  the  Web  culture  sub¬ 
scribes  to  is  the  theory  that  news  and 
information  should  be  free. 

As  I  said  in  my  last  column,  to  get  the 
depth  and  breadth  of  all  that’s  happening 
in  our  newspaper  and  online  news  indus¬ 
tries,  you  should  subscribe  to  Editor  & 
Publisher  magazine  AND  bookmark 
http://www.mediainfo.com.  And  ail  this 
doesn’t  cost  you  a  dime  more  than  you 
were  paying  six  months  ago  —  a  relative 
bargain  at  $75  a  year. 

We  think  it’s  a  win-win  for  our  readers. 
Let  us  know  if  we’re  helping  you  meet 
your  information  needs.  B 


Steffens  (brians@mediainfo.com)  is 
senior  vice  president  and  editor  of 
The  Editor  &  Publisher  Co. 
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Send  your  news  tips/story  ideas  to: 
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shoptalk@mediainfo.com 
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Deciphering 

‘Community’ 


by  Lucia  Moses 

By  industry  standards,  Steve  Trolin- 
ger’s  small  Midwestern  newspaper 
company  is  a  small  player.  Founded 
in  1982,  Community  Publishers  is  con¬ 
fined  to  Arkansas  and  Missouri,  where  its 
latest  acquisition  will  leave  it  with  two 
dailies  and  1 1  weeklies.  It  is  dwarfed  by 
Birmingham,  Ala.-based  Community 
Newspaper  Holdings  Inc.  (CNHI),  the 
fast-growing  small-newspaper  empire  with 
95  dailies  and  125  weeklies. 

But  Trolinger’s  company  is  occasional¬ 
ly  mistaken  for  the  giant  CNHI. 

“We  recently  got  a  letter  from  a  nation¬ 
al  organization  that  thanked  us  for  joining, 
and  it  was  addressed  to  Birmingham, 
Alabama.  They  Just  assumed  we  were  part 
of  CNHI,”  Trolinger  says,  adding,  “We’ll 
be  glad  to  be  part  of  the  national  organiza¬ 
tion  if  they  pay  the  bill.” 


a  confusing 
of  interests 


There  are  also  Community  Newspaper 
Co.  (CNC)  in  Needham,  Mass.;  Commu¬ 
nity  Media  Group  in  West  Frankfort,  Ill.; 
and  Community  Newspapers  Inc.,  a  group 
of  35  Milwaukee-area  weeklies  owned  by 
Journal  Communications,  parent  of  the 
Milwaukee  Journal  Sentinel. 

Long  before  there 


Community  Newspaper  Co., 
Needham,  Mass^ 


Community  Nmnpaper  bic.. 
New  Bertin,  Wiii 

Community  Media  Group, 
West  Frankfort,  01.-*'  — 

Community  Publiahers, 
Bentonville,  Ark>^ 


Community 
'  Newspaper] 
Athens, 


Community  Newspaper. 
Holdings  lnc.,“  ^  "* 

Birmingham,  Ala. 


With  at  least  six  U.S.  newspaper 
groups  calling  themselves  “Community” 
publishers,  it’s  no  wonder  people  get 
mixed  up  a  little. 

“1  think  it’s  very  confusing  to  publishers, 
especially  when  they  hear  about  ‘Communi¬ 
ty’  publishers  doing  deals,”  says  John  Cribb 
of  Bolitho-Cribb  &  Associates,  brokers. 


was  CNHI,  there  was 
Community  News¬ 
papers  Inc.,  based  in 
Athens,  Ga.  Founded 
in  I%7,  the  compa¬ 
ny  consists  of  29 
papers  in  Georgia 
and  the  Carolinas.  In 
1989,  it  was  sold  to 
four  partners. 

“Where  we  prob¬ 
ably  made  a  mistake 
was  in  not  register¬ 
ing  that  name,”  says 
Dink  NeSmith,  part-owner  and  co-CEO. 
Having  a  common  name  can  be  bad  for 
business,  as  they  learned  when  a  company 
with  a  similar  title  went  bankrupt  a  few 
years  back.  ‘“Community  Newspapers’ 
says  what  we  do,”  NeSmith  says.  “It’s  a 
dilemma.  We  haven’t  quite  figured  out 
what  we’re  going  to  do.” 


E&?  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

6/16/99 

6/9/99 

6/16/98  1 

1 

6/16/99 

6/9/99 

6/16/98  1 

A.H.  Belo  Corp.  (NY)+ 

20.562 

21.125 

24.750 

McClatchyCo.  (NY) 

33.437 

34.812 

29.375 

Central  Newspapers  Inc.  (NY) 

36.125 

34.375 

31.687 

Media  General  Inc.  (AM) 

52.250 

50.937 

45.250 

Dow  Jones  &  Co.  Inc.  (NY) 

52.437 

53.000 

48.938 

New  York  Times  Co.  (NY)+++ 

36.250 

35.062 

35.750 

E.W.  Scripps  Co.  (NY) 

45.812 

45.812 

51.313 

News  Corp.  Ltd. 

35.375 

35.812 

26.063 

Gannett  Co.  Inc.  (NY) 

71.375 

72.062 

66.125 

Pulitzer  Inc.  (NY) 

43.000 

43.000 

41.875 

Gray  Comm.  Sys.  (NY) 

16.062 

16.375 

30.625 

Quebecor  Inc.  Class  A 

21.250a 

21.250a 

19.875a 

Harte-Hanks  Inc.  (NY)++ 

22.812 

23.000 

23.188 

Thomson  Corp.  (TSE) 

43.550a 

45.600a 

41.000a 

Hollinger  International  (NY) 

13.375 

13.687 

15.750 

Times  Mirror  Co.  (NY) 

59.125 

58.750 

63.313 

Journal  Register  Co.  (NY) 

18.000 

16.125 

18.438 

Tribune  Co.  (NY)* 

84.250 

79.875 

67.000 

Knight  Bidder  (NY) 

52.250 

53.375 

54.250 

Washington  Post  Co.  (NY) 

557.000 

557.000 

540.500 

Lee  Enterprises  Inc.  (NY) 

28.875 

28.625 

29.125 

*  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98  (b)  British  pounds 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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The  title  “Community  Newspapers”  may  not  win  any  awards 
for  originality,  but  small-newspaper  company  executives  favor  it 
because  it  fits  their  respective  outfits  and  the  image  they  want  to 
project. 

“I  think  they’re  differentiating  themselves  from  being  a  big 
suburban  operation,”  Cribb  says. 

These  are,  after  all,  companies  that  specialize  in  small  papers, 
where  newspaper  brokers  Dirks,  Van  Essen  &  Associates  says 
most  of  the  buying,  selling,  and  trading  today  is  happening.  Like 
their  bigger  counterparts,  these  privately  held  companies  look 
for  clusters,  where  they  can  save  money  by  sharing  some  oper¬ 
ating  costs.  But  their  ideal  acquisition  is  a  small  paper  with  little 
or  no  competing  media.  They  look  for  towns  with  retail  growth, 
good  schools,  and  stable  employment. 

“We  just  really  do  a  lot  of  local  news,  school  news,  church 
news,  stuff  about  the  towns,”  Trolinger  says. 

CNHI  has  become  the  largest  small-newspaper  company  in 
the  United  States  since  its  founding  two  years  ago,  largely  with 
the  backing  of  an  Alabama  pension  fund,  which  found  in  CNHI 
a  steady  return  on  investment. 

Similarly,  CNC  in  Massachusetts  was  formed  10  years  ago  by 
Fidelity  Capital,  a  division  of  Fidelity  Investments  in  Boston. 
Bill  Elfers,  chairman  and  CEO,  sold  Fidelity  on  the  idea  while  a 
venture  capitalist  at  Fidelity  Capital.  “The  concept  was  that  com¬ 
munity  journalism  would  be  by  far  the  strongest  news  fran¬ 
chise,”  Elfers  says.  “It  would  be  the  last  bastion  of  print.” 

CNC  started  with  10  papers  and  today  publishes  90  weeklies, 
four  dailies,  and  a  number  of  shoppers  across  the  eastern  portion 
of  the  state.  The  Fidelity  connection  has  led  some  observers  to 
question  whether  an  investment  company  should  be  in  the  news¬ 
paper  business. 

“In  the  investment  business,  the  bottom  line  is  always  para¬ 
mount,”  says  Margaret  Russell,  whose  Enterprise  group  of 
weeklies  competes  with  CNC’s  Upper  Cape  Codder.  Russell 
likes  to  emphasize  the  Enterprise  group’s  long  history  of  family 
ownership.  “I  think  in  the  newspaper  business,  the  decision 
should  be  first,  what’s  going  to  make  a  better  newspaper?”  Elfers 
counters  that  Fidelity  is  a  local  company  that  has  invested  heav¬ 
ily  on  the  editorial  side.  “Even  our  harshest  critics  have  admitted 
the  papers  have  improved  under  our  [ownership],”  he  says. 

Another  community  newspaper  group  watched  by  the  indus¬ 
try  is  Illinois’  Community  Media  Group,  which  was  started  in 
1996  by  Larry  J.  Perrotto. 

Perrotto  —  who  built  the  newspaper  group  that  later  became 
the  nucleus  of  American  Publishing,  now  part  of  Hollinger 
International  —  quit  as  American’s  president  and  CEO  in  1996 
to  start  a  small  newspaper  business.  “It’s  a  lot  more  fun  getting 
into  the  trenches  and  having  a  lot  of  involvement  with  the 
papers,”  he  says. 

His  Community  Media  Group  has  grown  to  42  titles  in  the 
Midwest  and  Pennsylvania.  Like  other  community  publishers, 
Perrotto  sees  big  value  in  small  papers. 

“We  search  for  papers  with  a  long  history  of  publishing  in 
solid  marketing  areas,”  he  says.  “Small  weeklies  require  special 
skills  to  run.  If  they’re  well-operated,  we  think  the  franchises  are 
very  strong,  and  their  information  is  very  exclusive.” 

Like  Trolinger’s,  Perrotto ’s  group  sometimes  gets  confused 
with  CNHI,  but  he  says  at  the  end  of  the  day,  the  name  of  the 
parent  company  doesn’t  matter  to  readers.  “What  they  care  about 
is  that  the  newspaper  that’s  part  of  the  group  does  a  good  job  in 
serving  its  community.” 
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Repeal  Califernia’s 
newspaper  tax 


California  legislators  have  a  chance  to  eliminate  the  state’s  inequitable  and  loop- 
hole-ridden  newspaper  sales  tax  —  if  a  handful  of  Senate  leaders  will  let  them. 
The  long-overdue  repeal  of  this  eight-year-old  “temporary”  tax  breezed  through 
the  General  Assembly  the  other  day  by  a  vote  of  73-5.  Senate  leadership,  however, 
appears  determined  to  avoid  any  similar  vote  in  its  house.  “We’ve  kind  of  always  felt 
that  if  we  could  get  to  the  rank  and  file  in  the  Senate,  repeal  would  pass,”  says  Thomas 
W.  Newton,  general  counsel  for  the  California  Newspaper  Publishers  Association 
(CNPA).  Senate  president  pro  tern  John  Burton  and  other  leaders  know  that,  so  they  are 
hoping  to  keep  the  bill  bottled  up  in  committee  until  the  Legislature  adjourns  in  August. 

Certainly,  neither  Burton  nor  anyone  else  can  make  a  compelling  argument  for  keep¬ 
ing  the  tax.  Sixteen  states  impose  some  kind  of  sales  tax  on  newspapers,  but 
California’s  is  uniquely,  um,  Californian  in  making  odd  distinctions  about  what  kinds 
of  newspapers  do  or  do  not  get  taxed.  Its  very  creation  was  an  example  of  legislative 
sausage-making  at  its  worst.  Back  in  1991,  California  was  in  a  budget  crisis.  With  the 
state  deficit  approaching  $14.5  billion,  legislators  agreed  to  overturn  the  traditional 
sales  tax  exemptions  for  newspapers,  magazines,  bottled  water,  candy,  and  snack 
foods.  You  could  call  it  the  7-Eleven  tax,  except  that  the  measure  also  included  some¬ 
thing  called  “bunker  fuel.” 

The  8%  sales  tax  was  sold  as  a  temporary,  emergency  measure  to  get  out  of  a  fiscal 
Jam.  As  soon  as  it  was  passed,  legislators  began  to  pare  away  at  it.  Free  distribution 
newspapers  were  exempted  within  days.  The  next  year,  most  weekly  newspapers  — 
those  that  publish  fewer  than  60  times  a  year  —  were  exempted,  as  were  magazines. 
Since  then,  the  sales  tax  has  been  dropped  on  candy,  snack  foods,  bottled  water  and,  yes, 
bunker  fuel.  Who’s  left?  About  135  daily  and  twice-weekly  newspapers. 

One  other  thing  has  changed  since  1991:  Instead  of  facing  a  $14.5  billion  deficit, 
California  this  year  expects  to  rake  in  a  surplus  of  $4  to  $5  billion.  Senate  leaders  talk 
as  if  repealing  the  tax  amounts  to  giving  a  financial  windfall  to  the  Los  Angeles  Times 
or  some  other  big-city  paper.  Well,  there  are  perhaps  10  of  those  in  California.  “The  typ¬ 
ical  paper  that  is  paying  this  tax  is  the  6,000-circulation  daily  Turlock  Journal  or  the 
(11,700-circulation)  twice-weekly  Sonoma  Index-Trihune,"  CNPA’s  Newton  says.  For 
these  local  papers,  the  sales  tax  is  a  real  burden  —  especially  since  the  Legislature  in  its 
wisdom  has  never  taxed  competing  media.  There  is  no  sales  tax  on  direct  mail.  Yellow 
Pages,  cable  TV,  radio,  or  the  Internet.  Sometimes  the  burden  is  fatal:  Assemblyman 
Jack  Scott  of  Altadena  says  he  was  persuaded  to  repeal  the  tax  after  a  community  paper 
in  his  district  folded. 

California’s  sales  tax  on  newspapers  has  done  enough  damage.  It  is  time  for  president 
pro  tern  Burton  to  show  some  real  leadership  —  by  getting  out  of  the  way  and  letting 
state  senators  vote  for  repeal. 
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Chilly  receptions 

I  was  disturbed  about  Joe  Grimm’s 
account  {E&P,  May  15,  p.36)  of  a  Wayne 
State  University  journalism  student  who 
received  the  cold  shoulder  from  many 
newspapers  while  she  was  applying  for 
internship  opportunities.  However,  I  am 
not  at  all  surprised  because  I  have  found 
inconsiderate  behavior  is  ingrained  in 
many  newsroom  managements. 

College  student  Jeneil  Johnson  appar¬ 
ently  received  her  first  taste  of  the  cold 
treatment  that  job  applicants  can  expect  for 
many  years.  I  realize  that  it  may  be  unreal¬ 
istic  to  expect  each  employer  to  acknowl¬ 
edge  every  applicant,  especially  when  hun¬ 
dreds  apply.  However,  I  have  found  it  inex¬ 
cusable  when  an  applicant  goes  for  a  long 
trip  —  at  his  or  her  expense  —  and  the 
would-be  employer  does  not  have  the  cour¬ 
tesy  to  send  a  rejection  letter. 

Nowadays,  aspiring  interns  and  profes¬ 
sionals  have  a  tool  that  does  not  cost  extra 
if  they  want  to  inquire  about  the  status  of 
their  applications:  e-mail.  Employers  can 
send  brief  responses  such  as  “The  position 
has  been  filled”  or  “You’re  no  longer  in 
the  running.” 

Sensible  applicants  will  know  that  they 
should  not  abuse  e-mail.  Sensible  and 
courteous  editors  will  respond.  Perhaps 
would-be  journalists  such  as  Ms.  Johnson, 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  June  18, 1949 

Economic  aid  to  develop  domestic 
news  agencies  in  the  “have  not”  coun¬ 
tries  was  requested  this  week  by  the 
United  Nations  Subcommission  on 
Freedom  of  Information  and  of  the 
Press,  over  the  objections  of  the  United 
States  and  British  members.  Many  news¬ 
papers  in  the  U.S.  editorialized  against 
U.S.  taxpayers  financing  wire  services, 
citing  that  government  subsidies  are 
often  detrimental  to  a  free  press. 

The  St.  Louis  Post-Dispatch  hires  its 
first  African-American  reporter,  John 
Henry  Hicks. 


H.J.  Heinz  Co.  starts  newspaper  ad 
blitz  that  it  calls  “the  largest  continuous 
campaign  of  national  advertising  in  the 
history  of  the  food  industry.”  The  cam¬ 
paign  will  include  a  S2-week  schedule  of 
large-space  ads  in  1 10  major  markets. 


seeing  how  rude  newsroom  titans  can  be, 
will  forsake  journalism  and  pursue  jobs  in 
fields  where  employees  are  treated  with 
more  courtesy  and  respect.  Then  the 
industry  might  wake  up  and  stop  treating 
potential  and  current  employees  as  if  they 
can  readily  be  replaced. 

Ken  Hedler 
Kingman,  Ariz. 

And  also  Hechinger 

Please  add  the  Hechinger  Institute  on 
Education  and  the  Media  to  the  organiza¬ 
tions  that  you  say  have  seen  newsroom 
veterans  flock  in  record  numbers  to  mid¬ 
career  training  (E&P,  May  29,  p.  21). 

The  Hechinger  Institute,  based  at 
Teachers  College,  Columbia  University,  is 
devoted  to  the  professional  development 
of  journalists  who  are  involved  in  educa¬ 
tion  coverage  for  news  organizations. 

We  find  a  steady  stream  of  veterans 
flocking  to  our  seminars,  often  many  more 
than  we  can  accommodate.  In  fact,  we  are 
finding  that  veterans  are  returning  year 
after  year  to  our  seminars  to  help  them 


keep  on  top  of  educational  issues.  Our 
foundation  funding  allows  us  to  give  all- 
expense-paid  fellowships  to  those  whom 
we  choose  through  a  competitive  process. 

Gene  I.  Maeroff 
director, 
Hechinger  Institute 
on  Education  and  the  Media, 
Teachers  College, 
Columbia  University 

Correction 

Due  to  a  last  minute  switch  on  the  Hot 
Type  page  in  the  June  12  issue,  an  editori¬ 
al  cartoon  was  incorrectly  placed  with  an 
Inter  American  Press  Association  story. 
The  cartoon  should  have  been  linked  to 
our  original  Web  story  by  Mark  Fitzgerald, 
detailing  the  gag  orders  on  the  2,500-cir¬ 
culation  weekly  Sho-Ban  News,  a 
Shoshone-Bannock  Indian  reservation 
paper  in  southern  Idaho.  The  editorial  car¬ 
toon  by  Steve  Skuncap  criticizes  the 
silencing  of  the  reservation  paper  (See 
story,  http://www.mediainfo.com/ephome/ 
news/newshtm/stories/06 1 499n2.htm). 
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AMERICAN  LAWYER  MEDIA 

MARJORIE  A.  WEINER  to  publisher 
of  the  company’s  Philadelphia  division, 
from  vice  president  and  group  publisher  at 
Baskerville  Communications  in  London. 
She  succeeds  JANE  SEAGRAVE,  who 
will  assume  full-time  responsibility  for 
several  corporate  projects. 

HARRY  J.  ALBA  JR.  to  associate 
publisher,  from  vice  president  of  sales  at 
the  Philadelphia  division,  and  ZAN 
HALE  to  associate  publisher,  from  editor 
in  chief  in  Philadelphia.  Both  will  retain 
their  current  titles  and  responsibilities. 


TORCHIA 

ASSOCIATED 

PRESS 


COLLINS 
THE  NEW  YORK 
TIMES 


GENTRY 
THE  FLORIDA 
TIMES-UNION 


SCHMITT 
CENTRAL  VALLEY 
PUBLISHING  INC. 


CHICAGO  SUN-TIMES 

JOYCELYN  WINNECKE  to  manag¬ 
ing  editor,  from  executive  news  editor  at  the 
metro  news  desk.  She  becomes  the  first 
managing  editor  since  JULIA  WALLACE 
left  the  post  three  years  ago. 

DON  HAYNER  to  metro  editor,  from 
deputy  metro  editor. 

MICHAEL  ARNOLD  to  Sunday  edi¬ 
tor,  from  business  editor.  He  succeeds 
MARK  JACOB,  who  Joined  the  Chicago 
Tribune  to  work  on  the  design  desk. 


publisher  of  the  Albert  Lea  (Minn.)  Trib¬ 
une.  He  succeeds  ERIC  BISHOP,  who 
was  appointed  publisher  for  the  four 
Greenville  Newspapers  in  Alabama. 

CHRISTINE  MOSER  to  publisher  of 
the  Albert  Lea  Tribune,  from  advertising 
director  at  the  Austin  (Minn.)  Daily  Herald. 


ASSOCIATED  PRESS 

CHRISTOPHER  TORCHIA  to  chief 
of  bureau  in  Seoul,  South  Korea,  from 
news  editor  in  Jakarta,  Indonesia.  He  suc¬ 
ceeds  REID  MILLER,  who  is  retiring 
after  42  years  with  AP. 

SLOBODAN  LEKIC  to  news  editor  in 
Jakarta,  from  reporter/editor  in  Washing¬ 
ton,  D.C. 

BARRY  J.  BEDLAN  to  news  editor 
for  Nebraska,  from  reporter/editor  in  the 
Omaha  bureau.  He  succeeds  MARYANN 
MROWCA,  who  has  been  named  assis¬ 
tant  bureau  chief  in  Atlanta. 

CHELSEA  CARTER  to  correspon¬ 
dent  in  Orange  County,  Calif.,  from  New 
York  AP  bureau  newswoman. 


DAILY  CAMERA 

MIKE  MADIGAN  to  the  newly  created 
position  of  general  manager  at  the  Boulder, 
Colo.,  daily,  from  director  of  special  pro¬ 
jects  at  the  Denver  Rocky  Mountain  News. 


THE  FLORIDA  TIMES-UNION 

ANDREW  GENTRY  to  circulation 
director  for  the  Florida  daily  from  an 
independent  newspaper  consultant  in 
Charleston,  S.C. 


CENTRAL  VALLEY 
PUBLISHING  INC. 

TOM  SCHMITT  to  president  and 
chief  executive  officer,  from  vice  presi¬ 
dent  of  the  publishing  company  and  pub¬ 
lisher  of  the  Merced  (Calif.)  Sun-Star.  He 
succeeds  EUGENE  A.  MACE,  president 
of  the  company  since  its  inception  in 
1995,  who  died  of  heart  failure  in  late 
April.  Schmitt  will  continue  as  publisher 
of  the  daily  newspaper  while  the  company 
remains  for  sale. 


JOHNSON  NEWSPAPERS 

JULES  MOLENDA  to  publisher  of  sev¬ 
eral  Hudson  Valley  papers,  fix)m  publisher 
of  the  Bennington  (Vt.)  Banner.  Molenda, 
who  succeeds  CLYDE  BARROW,  will 
serve  as  publisher  for  the  Hudson  (N.Y.) 
Register-Star,  the  Catskill  (N.Y)  Daily  Mail 
and  three  Johnson  weeklies. 


BOONE  NEWSPAPERS  INC. 

CURTIS  WILLIAMS  to  publisher  of 
the  Waxahachie  (Texas)  Daily  Light,  from 


THE  MARION  STAR 

DAN  SHAW  to  publisher  of  the  Ohio 
daily,  from  editor  at  The  Advocate  in 
Newark,  Ohio.  He  succeeds  TIM  DOWD. 


Vlfe  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  (buj^ipiKipapm  or 


MEDIA  GENERAL 

BRUCE  POTTER  to  the  newly  created 
position  of  deputy  editor  of  Newsbank,  the 
shared  content  resource  for  the  company, 
from  associate  sports  editor  at  the 
Richmond  (Va.)  Times-Dispatch. 


MEDIANEWS 

TIM  DOWD  to  northern  division  pub¬ 
lisher  of  the  company’s  California  News¬ 
paper  Partnership  and  publisher  of  the 
Eureka  (Calif.)  Times-Standard,  from  pub¬ 
lisher  of  the  Marion  (Ohio)  Star.  He  suc¬ 
ceeds  MARK  RICHMOND,  who  became 
advertising  director  of  The  Sun  in 
Bremerton,  Wash. 

DAVID  LITTLE  to  editor  of  the  Chico 
(Calif.)  Enterprise-Record,  Irom  editor  of 
the  Eureka  (Calif.)  Times-Standard.  He  suc- 
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ceeds  JACK  WINNING,  who  announced 
his  retirement  last  month. 

NEWSPAPER  ASSOCIATION 
OF  AMERICA 

SHARON  WARDEN,  director  of 
research  at  The  Washington  Post,  to  pres¬ 
ident  of  the  group’s  Research  Federa¬ 
tion.  BOB  ONEY  to  first  vice  president, 
from  second  vice  president.  SUSAN 
DiMANNO  succeeds  him  as  second 
vice  president. 

THE  NEW  YORK  TIMES 

GAIL  COLLINS  to  sjjecial-assign- 
ment  columnist  on  the  Times’  Op-Ed  page 
for  the  2000  presidential  campaign.  Collins 
will  provide  a  semiweekly  column  that  will 
run  from  Labor  Day  through  the  elections, 
after  which  she  will  return  to  her  current 
position  on  the  paper’s  editorial  board. 

SARASOTA 

HERALD-TRIBUNE 

DIANE  McFARLIN  to  associate  pub¬ 
lisher,  from  executive  managing  editor. 
She  becomes  the  first-ever  associate  pub¬ 
lisher  at  the  Florida  daily. 

JANET  WEAVER  to  executive  man¬ 
aging  editor,  from  managing  editor. 

SOUTH  JERSEY 
NEWSPAPER  CO. 

JIM  DeFILLIPO  to  publisher  of  the 
Bridgeton  (N.J.)  Ne^’s,  from  vice  president 
of  advertising  for  the  company. 

THE  SUN 

ROBERT  VELASCO  to  customer  sat¬ 
isfaction  manager  at  the  Baltimore  daily, 
from  customer  service  manager  at  USA 
TODAY. 

SUN-SENTINEL  CO. 

JOHN  CHRISTIE  to  vice  president, 
from  strategic  planning  director  of  the 
company  that  publishes  the  Fort  Lauder¬ 
dale,  Fla.,  Sun-Sentinel. 

CARLOS  MIRO  to  vice  president, 
from  technology  director. 

THOMSON  NEWSPAPERS 

KAREN  WITTMER  to  the  new  posi¬ 
tion  of  corporate  vice  president  of  the 
Phoenix  (Ariz.)  Strategic  Marketing 
Group,  from  publisher  of  The  Tribune  in 
Mesa,  Ariz.  She  retains  her  additional  titles 
of  president  and  chief  executive  officer  at 
the  company. 

WORLD  EDITORS  FORUM 

RUTH  DE  AQUINO  to  president  of  the 

www.mediainfo.com 


association.  She  succeeds  JOHN  M. 
SIMPSON.  Aquino  is  editor  of  Jornal  O 
Dia  in  Rio  de  Janeiro,  Brazil. 


E<SfP  OBITUARIES 


ALVIN  E.  AUSTIN,  89,  longtime 
head  of  the  University  of  North  Dakota’s 
I  journalism  department,  died  June  13.  An 
i  erstwhile  editor  of  the  Grand  Forks 
(N.D.)  Herald,  he  is  generally  credited 
with  popularizing  his  university’s  athletic 
teams  as  the  “Sioux.” 

JOHN  H.  CONNOR.  84,  retired  edi- 
I  tor  of  The  Daily  New’s  in  Batavia,  N.Y., 
1  died  June  15  after  a  battle  with  cancer. 
Connor  began  as  a  reporter  and  photogra¬ 
pher  at  the  paper  before  World  War  II  and 
returned  to  the  paper  after  the  war. 
Connor  worked  for  the  Daily  News  until 
his  retirement  in  1986. 

BILL  MACKLIN.  81,  former  editor 
of  The  Journal  in  New  Ulm,  Minn.,  died 
June  8.  He  had  been  diagnosed  with  Alz¬ 
heimer’s  disease  in  1991.  Macklin  served 
as  a  correspondent  for  The  Associated 
Press  for  1 2  years  before  he  began  his  28- 
year  tenure  at  the  daily  in  1951. 

DAVID  NICOLETTE,  80,  theater 
writer  and  former  city  editor  for  the 
Grand  Rapids  (Mich.)  Press,  died  June  6. 
Nicolette  joined  the  daily  in  1950  and 
began  his  “Words  and  Music”  column  in 
1960.  He  became  city  editor  in  1971,  and 
in  1977  took  over  the  newly  created 
entertainment/features  department. 

NORMAN  RICHARDSON,  64,  for¬ 
mer  executive  editor  of  the  Temple 
(Texas)  Daily  Telegram,  died  June  11 
from  kidney  failure.  Richardson  had 
served  as  state  editor  of  The  Times  in 
Shreveport,  La.,  from  1957  to  1974. 
Richardson’s  reporting  in  the  1960s  on 
hurricanes  along  the  Gulf  Coast  won  sev¬ 
eral  prizes,  a  1965  Associated  Press 
Managing  Editors  Association  award 
among  them. 

JOSEPH  N.  WELLS,  61,  president 
of  the  J.N.  Wells  &  Co.  media  brokerage, 
i  died  June  5  following  a  stoke  suffered 
I  May  28.  Wells  began  his  newspaper 
j  career  at  the  Coloma  (Mich.)  Courier 
and  brokered  his  first  deal  in  1967, 
I  arranging  the  sale  of  the  Gastonia  (N.C.) 
I  Gazette  to  R.C.  Holies  of  Freedom 


by  Jamie  Santo 


Newspapers.  Wells  began  brokering 
newspap)ers  as  a  way  to  pay  for  the  care 
for  his  newly  bom  daughter,  who  had 
severe  birth  defects. 

RALPH  LEROY  WILLIAMS,  95, 
owner  of  the  Springfield  (Colo.)  Demo¬ 
crat  Herald  and  the  Lamar  (Colo.) 
Sparks  Herald,  died  June  7.  Williams 
bought  the  Loveland  (Colo.)  Roundup 
and  worked  as  a  printer  for  the  Denver 
Rocky  Mountain  News  for  30  years  until 
retiring  in  1994.  Williams  ran  for  the 
U.S.  Congress  a  number  of  times,  the 
last  at  age  70. 


BSfP  AWARDS 


Iranian  editor  FARAJ  SARKUHI 
was  awarded  the  Golden  Pen  of 
Freedom  by  the  World  Association  of 
Newspapers.  Sarkuhi,  the  former  editor 
in  chief  of  the  banned  monthly  maga¬ 
zine  Adineh,  was  imprisoned  both 
before  and  after  Iran’s  Islamic  revolu¬ 
tion  in  1979.  Adineh,  which  contained 
social  criticism  popular  among  intellec¬ 
tuals,  had  its  license  revoked  last 
February.  Sarkuhi  went  into  exile  in 
Germany  last  year.  In  recent  months, 
Iran’s  judiciary  has  shut  down  six  publi¬ 
cations  and  arrested  six  journalists  for 
allegedly  publishing  lies. 

The  Newspaper  Association  of 
America’s  Research  Award  was  pre¬ 
sented  posthumously  to  the  late  Thomas 
J.  Holbein,  executive  and  chairman  of 
Belden  Associates,  Dallas.  Holbein,  who 
died  of  a  heart  attack  last  Oct.  10,  spent 
30  years  working  in  newspaper  research. 
When  he  joined  Belden  in  1968,  he  was  a 
pioneer  and  constant  innovator  in  this 
research.  Holbien,  who  authored  hun¬ 
dreds  of  research  reports  and  a  number 
of  published  newspaper  monographs, 
worked  with  more  than  50  newspapers 
throughout  his  career. 

The  University  of  Michigan  named  12 
MICHIGAN  JOURNALISM  FEL¬ 
LOWS  for  the  1999-2(XX)  academic  year. 
The  U.S.  fellows  are:  John  Fountain, 
Danny  Gur-arieh,  John  Henrikson,  Joseph 
Mallia,  Micheline  Maynard,  Maureen  O’ 
Hagan,  Diane  Rado,  Monte  Reel,  James 
Rupert  II,  Larry  Siddons,  Elizabeth 
Stawicki,  and  Catherine  Vojdik.  This  group 
is  the  27th  to  be  offered  fellowships  by  the 
university. 
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Newspaper  veterans  are  flocking  in  record  numbers 
to  mid-career  training  programs  nationwide 

Mark  Neikirk  has  been  through 
enough  news  workshops  and 
seminars  during  his  20  years  at 
The  Kentucky  Post  to  know  the  good  ones 
from  the  bad.  So  when  he  was  tapped  for 
an  E.W.  Scripps  Co.  conference  last  year 
that  included  a  session  evaluating  his  man¬ 
agement  style,  he  was  skeptical. 

“1  thought,  ‘What  can  an  outside  consul¬ 
tant  tell  me  about  what  1  do  every  day?’” 
says  Neikirk,  assistant  managing  editor  for 
the  35,000-circulation  Scripps  daily  in 
Covington,  Ky.  “I  would  have  figured  it 
was  a  big  waste  of  time.” 

But  after  a  week  in  an  intense  program 
that  spanned  everything  from  management 
techniques  to  corporate  marketing  strate¬ 
gies,  Neikirk  says  he  changed  his  tune  and 
came  away  with  a  heightened  appreciation 
for  such  training  courses. 

“It  was  a  good,  solid  week,”  says 
Neikirk,  44,  who  praised  the  mix  of  corpo¬ 
rate  business  policies  with  hands-on  leader¬ 
ship  training.  “This  was  more  than  the  usual 
newsroom  fare.  It  involved  different  people 
than  you  usually  see  at  these  things.” 

Neikirk’s  experience  is  shared  by  many 
newspaper  veterans  who  not  only  are 
engaging  in  more  mid-career  training  to 
sharpen  their  skills  but  also  are  taking  new 
programs  that  cover  leadership,  teach  com¬ 
puter  techniques,  and  even  touch  on  life  in 
other  newspaper  departments. 

These  stepped-up  efforts  range  from 
additional  programs  and  instructors  at 
longtime  training  institutes  to  expanded 
offerings  among  newspaper  chains  to  more 
in-house  classes  at  individual  newspapers. 

“Everyone  is  being  called  on  to  do 
more,”  says  Leo  Wolinsky,  managing  editor 
for  news  at  the  Los  Angeles  Times,  which 
plans  to  launch  a  new,  in-house  editor  train¬ 
ing  program  this  year.  “There  is  more  com- 
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petition  from  other 
media,  and  we  need 
to  be  more  effi¬ 
cient.  Training  is 
something  that  has 
really  been  ignored 
for  years.” 

The  increasing 
demand  for  this 
training  nationwide 
seems  remarkable, 
industry  observers 
say,  because  it  is  occurring  as 
more  newspapers  are  cutting 
back  budgets  and  folding  every 
year.  Although  fewer  journalists 
are  working  at  fewer  newspa 
pers,  they  say  training  at  mid 
career  is  needed  to  address  the 
explosion  in  Web  news  sites,  24 
hour  broadcast  news,  and  niche 
or  specialty  publications.  These 
new  enterprises  require  compe 
tent,  experienced  editors  and 
writers  who  can  identify  trends 
and  effectively  combat  the  competition. 

Bob  Giles,  executive  director  of  the 
Freedom  Forum’s  Media  Studies  Center  in 
New  York,  says  the  push  for  more  training 
is  also  driven  by  a  need  to  know  more 
about  complex  subjects  that  newspapers 
are  covering  more  in-depth. 

“Reporters  and  editors  need  more  train¬ 
ing  on  the  subjects  like  economics,  sci¬ 
ence,  the  environment,  and  business,”  Giles 
says.  “These  areas  are  becoming  more 
complicated  and  vital.” 

Jim  Gray,  executive  director  of  the 
Greencastle,  lnd.-ba.sed  Society  of  Pro¬ 
fessional  Journalists  —  which  went  from 
no  national  training  conferences  in  1991  to 
five  this  year  —  says  the  new  programs  and 
expansion  are  not  surprising.  “People  see 


Phiitos  courtesy  of  Kni/fht  Ridder  _ 

Knight  Bidder’s  seven-year- 
old  Executive  Leadership 
Program  mixes  classroom 
discussions  with  outdoor 
adventures  to  teach  partici¬ 
pants  planning  for  anything. 

pie  we  have  [because  of  budget  cut¬ 
backs],”  says  Kimberly  Bates 
McCarl,  director  of  training  and 
development  for  Thomson,  which 
owns  56  dailie.s,  including  The 
Globe  and  Mail  in  Toronto  and  The  Tribune 
in  Me.sa,  Ariz.  “For  us  to  be  successful,  we 
have  to  build  our  core  competencies.” 

Thomson,  which  spent  $3.3  million  on 
training  programs  last  year,  has  increased 
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that  there  is  change  in  the  way  news  is  gath¬ 
ered,  and  they  want  to  stay  current,”  Gray 
says.  “That  positions  them  better  for  ad¬ 
vancement  and  career  changes.” 

Several  of  the  nation’s  largest  newspa¬ 
per  chains,  such  as  Thomson  Newspapers, 
Knight  Ridder,  and  E.W.  Scripps,  have 
added  a  string  of  new  programs  in  recent 
years,  with  an  emphasis  on  sprucing  up 
basic  skills  and  teaching  management  and 
leadership  strategies. 

“We  have  to  get  the  most  out  of  the  peo- 

www.mediainfo.com 


its  training  budget  to  $3.6  million  for 
1999,  McCarl  says.  The  number  of 
employees  participating  in  programs  also 
is  up,  from  8,200  in  1998  to  an  estimated 
8,900  this  year. 

The  number  of  employees  seeking 
training  material  from  Thomson’s  lend¬ 
ing  library  is  rising  as  well,  with  100 
requests  made  in  1997,  850  in  1998,  and 
925  so  far  this  year  from  the  library, 
which  is  comprised  of  hundreds  of  guides 
and  videotapes. 


Among  Thomson’s  116  training  pro¬ 
grams  in  1999,  the  most  in  company  histo¬ 
ry,  is  a  new  weeklong  seminar  for  publish¬ 
ers,  McCarl  says.  Although  traditional 
training  programs  have  long  provided  a 
curriculum  for 
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says. 

“It  is  impor¬ 
tant  that  publishers  understand  all  sides  of 
the  business,”  McCarl  says  about  the  pro¬ 
gram  that  began  in  May.  “Some  publishers 
come  up  through  circulation,  some  through 
editorial,  and  some  from  outside.  They 
need  to  get  an  understanding  of  all  sides.” 

Another  new  approach  set  to  start  this 
August  is  an  editorial  training  school  based 
at  the  Thomson  paper  in  Oshkosh,  Wis. 
McCarl  says  the  school  will  invite  20 
newly  hired  reporters  from  various 
Thomson  papers  for  a  12- week  session  to 
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The  Poynter 
Institute  for  Media 
Studies  in  St. 
Petersburg,  Fla.,  is 


among  several 
journalism  insti¬ 
tutes  that  have 
expanded  faculty, 
enrollment,  and 
programs  in 
recent  years.  Top: 
Students  discuss 
how  a  story  is 
played.  Right: 
Putting  new  theo¬ 
ries  to  the  test. 


train  them.  She  says  the  program  includes 
six  weeks  of  online  follow-up  with  the 
American  Press  Institute. 

At  Knight  Ridder,  owner  of  the  San 
Jose  Mercury  News  and  35  other  daily 
papers,  new  initiatives  are  being  included 
along  with  several  revived  training  pro¬ 
grams  that  were  dropped  years  ago. 

“We  want  to  do  more  to  teach  people  the 
overall  newspaper  business,”  says  Jacqui 
Love  Marshall,  Knight  Ridder  assistant 
vice  president  for  corporate  learning.  “We 
want  everyone  more  aligned  with  the 
broader  business  strategy.” 

Two  of  those  recently  revived  Knight 
Ridder  programs  are  a  four-day  training 
session  for  assignment  editors  and  a 
multiyear  circulation-manager  develop¬ 
ment  program. 

Knight  Ridder’s  seven-year-old  execu¬ 
tive  leadership  program  will  be  suspended 
in  1999,  to  reappear  anew  in  2000.  The 
unique  program  has  combined  classes  with 
Outward  Bound-type  boating  and  hiking 
events,  Marshall  says. 

“We  felt  like  [the  program]  had  started 
to  lose  its  edge,  so  we  are  taking  a  year  off 
to  look  at  what  other  companies  are  doing 
to  make  sure  it  can  be  up  to  speed,” 


Photos  courtesy  the  Poynter  institute  for  Media  Studies 

Marshall  says. 

One  of  the  largest  training  booms  is 
occurring  at  E.W.  Scripps,  owner  of  the 
Denver  Rocky  Mountain  News,  The  Cin¬ 
cinnati  Post,  and  17  other  dailies.  Alan 
Horton,  Scripps  senior  vice  president  for 
newspapers,  says  the  company  has  nearly 
tripled  its  training  effort  in  the  past  year 
with  a  string  of  new  programs  for  both 
entry-level  and  mid-career  workers. 

“What  we  are  hearing  is  that  people 
want  feedback  and  training,  sometimes 
even  more  than  more  money,”  says  Horton. 
“It’s  been  harder  to  hire  good  people  with 
the  skills  needed  to  do  the  job,  which  are 
more  complicated.” 

Among  Scripps’  newest  training  ven¬ 
tures  are: 

•  The  “Readers  First”  program  that 
began  in  1998  and  teaches  newsroom 
employees  at  each  newspaper  how  to  find 
out  which  issues  are  important  to  readers 
and  to  view  them  “from  the  reader’s  shoes.” 

•  The  E.W.  Scripps  Copy  Editing  Insti¬ 
tute,  which  was  initiated  in  April  at  the 
Scripps-Howard  News  Service’s  Washing¬ 
ton,  D.C.,  bureau  to  train  new  copy  editors 
to  work  in  Scripps  newsrooms.  The  pro¬ 
gram  provides  five  to  six  weeks  of  training 


IKnow  your  students:  The  best  way 
to  tailor  a  particular  program  is  to 
survey  students,  even  months  before  the 
session,  about  the  environments,  re¬ 
sources,  and  goals  of  their  departments 
or  publications. 

2  Bridge  the  gap:  One  of  the  most 
popular  methods  in  recent  years  is 
to  bring  together  workers  from  editori¬ 
al,  circulation,  advertising,  and  other 
departments  to  discuss  mutual  goals, 
differing  approaches,  and  ideas. 

3  Get  out  of  the  classroom:  When 
possible,  the  best  place  to  conduct  a 
newspaper  training  program  is  in  the 
newspaper  itself.  Be  it  a  newsroom, 
production  area,  or  layout  desk,  work¬ 
ers  learn  best  in  the  real  environment. 

4  Use  real-life  scenarios:  If  you 
can’t  work  with  students  on  the  Job, 
set  up  exercises  in  the  classroom  that 
resemble  actual  situations  that  would 
confront  a  publisher,  editor,  or  depart¬ 
ment  manager. 

5  Engage  in  ‘‘group  therapy:”  As 

always,  more  heads  are  better  than 
one,  and  many  instructors  find  that 
when  they  stop  talking  and  let  students 
talk  among  themselves,  the  ideas  and 
learning  flow. 

6  Balance  feedback:  The  best 
instructor  is  the  one  who  feeds  par¬ 
ticipants  an  equal  amount  of  praise  and 
criticism.  They  are  there  to  learn,  so 
telling  them  what  they  are  doing  wrong 
is  allowed,  as  long  as  it  is  not  one,  long 
complaint. 

7  Get  real:  Theory  is  good,  but  these 
are  busy  people  who  did  not  come 
out  to  get  a  rehash  of  Journalism  101. 
Providing  real-life  information  about 
specific  techniques  and  technology  that 
works  is  the  best  approach. 

8  Crunch  the  numbers:  The  best 
classes  are  always  the  smallest.  One 
instructor  says  a  good  program  limits 
participation  to  12  or  fewer  students, 
sparking  good  one-on-one  approaches. 

9  Don’t  talk  down  to  the  little  guys: 

Remember  that  not  every  partici¬ 
pant  is  from  The  New  York  Times  or  The 
Washington  Post.  The  small,  10,000- 
circulation  daily  needs  good  advice  as 
much  as  any  major  metro.  Provide  tools 
and  ideas  that  any  newspaper  can  use 
regardless  of  size. 

«i  ^  Make  it  fun:  Any  teacher  will  tell 
I  W  you  that  students  respond  better 
to  innovative,  interesting  approaches 
than  to  a  dull,  straight  lecture. 


TOP  TEN  TIPS 
FROM  THE  TEACHERS 
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Top:  Participants  at  an 
American  Press  Institute 
seminar  review  topics.  Top 
right:  Two  API  participants 
peruse  the  daily  paper. 
Right:  Sports  editors  and 
writers  take  in  ideas  during 
an  API  gathering. 


for  non-copy  editors  or  those  hired  from 
non-Scripps  newspapers. 

•  The  “Ex-SELL-ence”  program,  which 
was  launched  in  1998  to  train  advertising 
sales  representatives  in  making  better  use 
of  research  data,  client  background  infor¬ 
mation,  and  other  selling  tips. 

•  The  Scripps  Leadership  Institute,  a 
weeklong,  intensive  training  program  that 
was  started  in  1998  and  provides  seminars 
and  workshops  on  leadership  and  manage¬ 
ment  advice  for  25  Scripps  employees  each 
year  at  different  locations. 

•  The  Jack  R.  Howard  Science  Institute 
for  Journalists,  a  $300,000  joint  effort 
involving  Scripps,  the  Foundation  for 
American  Communications  (FACS)  and  the 
California  Institute  of  Technology  in 
Pasadena,  Calif.,  that  will  provide  science- 
based  programs  for  journal- 

ists  through  2002. 

Gannett  Co.  Inc.,  one  of 
the  largest  newspaper 
chains  with  73  dailies  — 
including  circulation  leader 
USA  TODAY  —  provides  a 
mix  of  programs  at  the 
national  level  and  within 
individual  newspapers,  ac¬ 
cording  to  Phil  Currie,  sen¬ 
ior  vice  president  of  its 
newspaper  division.  He  says 
the  company  has  not  ex¬ 
panded  training  greatly  in 
recent  years,  but  has  at¬ 
tempted  to  change  the  focus 
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of  training  when  needed  to 
attack  specific  issues. 

“Our  general  philosophy 
has  been  to  identify  issues 
that  need  attention  and  tie 
training  into  them,”  says 
Currie,  who  adds  that  this 
year’s  programs  target  man¬ 
agement  techniques,  report¬ 
ing  fundamentals,  and  ethics. 

“It’s  a  combination  of  local 
and  company  training.” 

Among  the  major  corpo¬ 
rate  programs  that  Gannett 

continues  to  offer  are  an  1 8-  _ 

month  senior  editor  manage- 
ment  development  program;  a  weeklong 
editing  seminar;  and  an  annual  reporting 
and  editing  conference  that  draws  partici- 
pants  from  each  Gannett 
newspaper  for  a  week  of 
workshops. 

“We  use  the  same  pro¬ 
grams  because  they  have 
been  effective,”  says  Maria 
Liggins,  Gannett  manager 
of  employee  relations  and 
training.  She  declined  to 
provide  specific  data  on  the 
number  of  employees 
involved  in  companywide 
training  or  the  corporate 
budget  for  such  programs, 
saying  that  kind  of  data  is 
no  longer  tracked. 

Next  month,  Gannett 
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plans  to  launch  a  series  of  nine  regional, 
daylong  workshops  to  train  employees  in 
the  company’s  new  ethics  guidelines, 
which  provide  policies  for  everything  from 
the  use  of  unnamed  sources  to  conflict-of- 
interest  issues.  (See  story,  page  9.) 

Paula  La  Rocque,  an  assistant  managing 
editor  for  training  at  The  Dallas  Morning 
News  and  its  parent  A.H.  Belo  Corp.,  says 
today’s  senior  reporters  and  editors  simply 
reflect  the  baby-boomer  temperament  that 
wants  to  know  more  about  everything. 

“The  entire  generation  has  always  been 
behind  self-improvement.” 
says  La  Rocque. 

The  training  push  also  is 
on  at  several  of  the  nation’s 
major  journalism  institutes, 
such  as  FACS,  the  Poynter 
Institute  for  Media  Studies, 
and  the  American  Press  In¬ 
stitute  (API).  Each  of  these 
nonprofit  training  centers 
has  experienced  record 
expansion  in  programs  and 
facilities  in  the  past  two 
years. 

“People  realize  they 
have  to  have  staff  members 
at  the  top  of  their  game,”  says  Carol  Ann 
Riordan,  director  of  programming  and 
personnel  for  API,  the  media  education 
center  in  Reston,  Va.,  that  dates  back  to 
1946.  “The  rules  of  the  news  game  have 
changed  totally.” 

API,  funded  through  newspaper  spon¬ 
sors  and  foundation  grants,  has  seen  a  slow 
increase  in  programs  and  students  since 
1981,  according  to  Riordan.  She  says  the 
institute  went  from  38  programs  in  1981  to 
44  in  1989  and  59  this  year.  Participation 
also  has  increased  steadily,  with  949  stu¬ 
dents  enrolling  for  programs  in  1981, 
1,364  in  1989,  and  1,678  this  year. 

At  Poynter,  the  24-year-old  St.  Peters¬ 
burg,  Fla.,  media  center,  faculty  has  grown 
from  15  to  47  instructors  since  1985,  with 
the  curriculum  also  increasing,  from  23 
courses  to  60  over  the  same  period.  Partici- 
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pation  in  programs  also  increased,  from  835 
enrolled  smdents  in  1988  to  1,067  last  year, 
according  to  president  James  Naughton. 

Poynter,  founded  by  former  St.  Peters¬ 
burg  Times  owner  Nelson  Poynter,  is  fund¬ 
ed  through  revenue  from  several  publica¬ 
tions  owned  by  the  institute,  such  as  the 
Times,  Florida  Trends  magazine,  and 
Congressional  Quarterly. 

FACS,  the  Pasadena-based  study  center, 
will  have  more  than  twice  as  many  journal¬ 
ists  in  its  programs  this  year,  and  has 
increased  its  annual  budget  from  $1.2  mil¬ 
lion  in  1989  to  $1.8  million  in  1999,  accord¬ 
ing  to  founder  and  president  Jack  Cox. 

Opened  23  years  ago,  the  center  recently 
moved  into  a  new  complex  of  four  buildings 
operated  by  the  Western  Justice  Center 
Foundation; 
initiated  a  new 
three-year, 
$400,000  pro¬ 
gram  for  in- 
house  news¬ 
paper  training; 
and  funded  a 
number  of  new 
programs  fo¬ 
cused  on  sci¬ 
ence,  land  use, 
and  legal  is¬ 
sues. 

“There  has 
been  a  greater 
understanding 
among  editors  of  a  need  for  better  training,” 
says  Cox,  whose  FACS  is  funded  through  a 
combination  of  newspaper  and  foundation 
contributions.  “Journalists  are  realizing  that, 
today,  issues  are  more  complex  and  journal¬ 
ists  need  to  be  better  able  to  tell  people  what 
news  means.” 

The  Poynter  Institute’s  Naughton  agrees, 
citing  a  feeling  among  journalists  that  fun¬ 
damentals  need  to  be  sharpened  to  keep 
readers. 

“There  is  a  much  greater  recognition 
today  on  the  part  of  journalists  and  news¬ 
room  managers  that  they  need  to  get  bet¬ 
ter,”  says  Naughton.  “It’s  not  just  writing. 
It  is  also  graphics,  editing,  broadcast,  and 
now  online  news  that  has  created  a  greater 
demand  for  training.” 

A  recent  survey  sponsored  by  the  Amer¬ 
ican  Society  of  Newspaper  Editors  shows 
that  newspaper  readers’  biggest  complaint 
is  a  lack  of  credibility.  Some  editors  say 
one  of  the  main  reasons  reporters  and  edi¬ 
tors  want  to  improve  their  work  is  to 
counter  such  a  charge. 

“Part  of  it  is  simply  looking  in  the  mir¬ 
ror  and  wanting  to  go  back  to  the  basics 
to  improve  credibility,”  says  William  Ru- 
berry,  director  of  newsroom  training  and 
technology  for  the  Richmond  (Va.) 
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Happy  grads  give  newest 
training  ciasses  an  ‘A+’ 


by  Joe  Strupp 

Mike  Hanke  learned  how  to  find 
out  what  his  readers  want. 
David  Enstad  discovered  how 
to  best  deploy  his  employees.  And 
Becky  Morlok  found  out  how  to  get  the 
most  out  of  . . .  well  . . .  herself. 

Hanke,  Enstad,  and  Morlok  are 
among  thousands  of  newspaper  veter¬ 
ans  who  have  been  flocking  in  record 
numbers  to  training  seminars  and  jour¬ 
nalism  conferences  nationwide  in 
recent  years.  From  ethics  classes  at  the 
American  Press  Institute  (API)  to  a  new 
advertising  sales  program 
launched  by  the  E.W.  Scripps 
Co.,  newspaper  executives 
and  editors  say  the  advanced 
and  broader  training  being 
offered  is  surprisingly  vital 
and  interesting. 

“It  is  an  invigorating  expe¬ 
rience,”  says  Hanke,  general 
manager  of  The  Repository,  a 
63,()()0-circulation  daily  in 
Canton,  Ohio,  who  participat¬ 
ed  in  a  weeklong  leadership 
program  in  April  sponsored  by 
Thomson  Newspapers.  “This 
one  was  really  good.” 

The  program  included  a  string  of 
sessions  ranging  from  brainstorming 
approaches  to  passionate  newswriting 
to  single-copy-sales  promotion,  Hanke 
says.  Sessions  discussing  closer  scruti¬ 
ny  of  marketing  data  and  showing  how 
to  improve  customer  satisfaction 
through  on-time  delivery  were  among 
the  most  helpful,  Hanke  says. 

“It  showed  me  how  to  use  data  to 
best  look  at  what  readers  want  and 
need,”  says  Hanke.  “It  got  down  to 
things  like  reader  tastes  of  different 
political  subdivisions  and  which  readers 
liked  golf  over  hunting  and  fishing.” 

For  Enstad,  advertising  director  at 
The  Commercial-Appeal  in  Memphis, 
Tenn.,  participation  in  the  E.W.  Scripps 
Co.’s  “Ex-SELL-ence”  ad  sales  pro¬ 
gram  offered  a  new  approach  for  send¬ 
ing  out  salespeople  to  hunt  business. 

Enstad,  who  has  headed  the  advertis¬ 
ing  department  for  three  years,  says  the 
program  showed  him  how  to  find  out 
which  employee’s  personalities  are  best 
suited  for  certain  accounts  and  which 
kinds  of  sales  data  are  most  useful  for 


Mike  Hanke,  G.M., 
The  Repository, 
Canton,  Ohio 


different  readership  areas.  “It  gave  me 
many  more  tools  to  use,”  he  says. 

The  46-year-old  sales  leader,  who 
has  worked  for  Gannett  Co.  Inc.  and 
Knight  Bidder  newspapers,  also  raved 
about  the  Scripps’  leadership  develop¬ 
ment  program,  which  threw  him  into  a 
week  of  sessions  aimed  at  improving 
management  skills.  Among  the  most 
helpful,  he  says,  was  a  computerized 
scenario  of  life  as  a  publisher  that 
required  him  to  make  decisions  on 
everything  from  ad  rates  to  circulation 
methods. 

“It  is  a  practical,  hands-on  ap¬ 
proach,”  says  Enstad.  “It 
was  a  better  insight  into 
the  newspaper  operation 
and  the  sensitivity  to  deci¬ 
sions  that  are  made  in 
other  departments.” 

Morlok,  a  human-re- 
sources  executive  at  the 
Scripps-owned  Anderson 
(S.C.)  Independent-Mail, 
also  praised  the  leadership 
development  program  for 
its  scenario  programs  and 
self-evaluation  session. 

“It  pointed  out  the  areas 
I  need  to  work  on  to  be 
effective,  and  it  was  really  fair,”  says 
Morlok,  43.  “It  also  made  me  develop  a 
plan  on  how  to  tackle  the  different 
areas,  which  you  don’t  always  see  in 
these  programs.” 

Another  satisfied  training  customer 
is  Linda  Fibich,  teams  editor  at  the 
Minneapolis  Star  Tribune,  who  spent  a 
week  last  year  at  API’s  core  values  pro¬ 
gram.  She  says  the  entire  week  focused 
on  sharing  ideas  about  issues  that 
included  ethics,  new  media,  and  man¬ 
agement. 

“It  was  like  group  therapy  for  senior 
editors,”  says  Fibich,  a  former  reporter 
and  editor  at  the  Milwaukee  Journal  and 
Dallas  Times-Herald.  “It  causes  you  to 
look  at  how  you  are  working  in  a  new 
light.” 

Fibich  says  she  learned  techniques 
for  finding  a  consensus  among  workers, 
but  also  forcing  a  final  decision  when 
needed.  “Too  often,  when  you  go 
through  these  programs,  you  don’t  have 
a  clear  plan  to  implement  it  back  in  the 
newsroom,”  she  says.  “This  gives  you  a 
way  to  put  it  in  to  practice.” 
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A  BETTER  EDITORIAL  SYSTEM 
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THOMAS  EDISON 


IMPROVED  THE  CANDLE. 


Atex  Media  Solutions  introduces  Omnex:  The  only  solution  that  manages  news  content  for  all  your  products.  All  at  once. 

Omnex  is  not  just  another  editorial  system  promising  to  make  your  operation  more  efficient.  It's  the  content  and 
information  management  system  for  news  that  will  revolutionize  the  way  you  operate.  Omnex  lets  you  create,  edit,  and 
mark  up  content  once— no  matter  how  many  times  you  use  it.  Whether  it's  for  one  of  50  zones  for  your  newspaper, 
a  TMC,  magazine,  the  Internet,  or  TV,  you  can  collect,  process,  manage,  market,  and  distribute  any  type  of  content 
for  all  your  products  simultaneously.  No  more  endless  repetition  of  tasks.  And  updates  occur  dynamically  so  your 
colleagues— whether  across  the  newsroom  or  across  the  globe— will  know  instantly  when  changes  have  been  made. 


Media  Solutions 


. 


See  the  publishing  business  in  a  whole  new  light. 
800. 433. ATEX  www.atex.com/omnex 


Wanna  be  a  newspaper 
trainer?  Mix  it  up  a  bit 


by  Joe  Strupp 

Ask  Alan  Geere  the  best  way  to 
handle  a  classroom  full  of 
newspaper  veterans  seeking 
knowledge,  and  he’ll  tell  you  to  take  a 
hike  —  back  to  the  newspaper. 

Geere,  a  10-year  consultant  who 
runs  several  mid-career  training  pro¬ 
grams  for  Thomson  Newspapers,  says 
the  best  way  to  teach  newspaper  work¬ 
ers  how  to  improve  is  going  through  the 
motions  on  the  job. 

“There  is  no  substitution  for  being  in 
the  newsroom  and  doing  the  job,”  says 
Geere,  who  spoke  from  the  Zanesville, 
Ohio,  Times  Recorder,  while  conduct¬ 
ing  a  week’s  worth  of  training  for  the 
Thomson-owned  daily.  “It’s  easier  to 
see  the  results  in  a  prac- 
tical  manner,  and  it’s 
more  fun.” 

Geere ’s  advice  is  “Thi 

among  the  many  tips  subs 

offered  by  veteran  train¬ 
ing  leaders  who  say  the  for  i 

best  programs  mix  real- 
life  exercises  with  di¬ 
rect,  tested  theories  and 
interaction  between 
people  from  different 
departments. 

“It’s  important  to  al- 
ways  have  them  doing 
something,”  says  Geere, 
who  likes  constant,  ac¬ 
tive  participation.  “I  jump  around  the 
room  a  lot  and  keep  moving,  that  keeps 
it  going.” 

Maggie  Balough,  another  Thomson 
trainer  and  former  editor  of  Quill  mag¬ 
azine,  stresses  the  need  for  interaction 
and  urges  instructors  to  use  few  slides 
and  handouts.  She  also  prefers  to  limit 
the  number  of  people  in  each  program 
to  12  or  fewer. 

“Participation  is  really  important,” 
says  Balough,  who  also  worked  at  the 
Chicago  Sun-Times  and  Austin  (Texas) 
American-Statesman.  “If  you  get  too 
many  people,  you  can’t  have  the  thor¬ 
ough  process  you  need  to  keep  things 
going.” 

Balough  also  reminds  teachers  to  tai¬ 
lor  seminars  for  editors  and  publishers 
from  different-sized  papers.  “There 
isn’t  just  one  answer  that  fits  all,”  she 


says.  “All  these  markets  are  different, 
and  the  newspapers  are  different.” 

Eric  Wynn,  circulation  director  at 
The  Dallas  Morning  News,  who  con¬ 
ducts  programs  for  the  American  Press 
Institute,  says  he  sends  out  a  survey  to 
each  student  weeks  before  the  seminar 
so  he  can  structure  the  program  around 
what  they  do. 

“It  helps  me  to  know  what  they  are 
doing,  so  I  can  tell  them  what  they 
should  do,”  says  Wynn,  an  18-year 
newspaper  veteran  who  has  conducted 
courses  for  two  years.  “It  also  helps  me 
see  how  newspapers  do  things  dif¬ 
ferently.” 

Wynn  also  supports  the  popular 
method  of  bringing  workers  from  dif¬ 
ferent  newspaper  departments  together 
in  the  same  program  to 
share  concerns  and 
learn  about  each 
There  is  no  other’s  needs.  “It  helps 

L  to  cultivate  a  positive 

synergy,  he  says.  We 
for  being  in  need  to  educate  the 

the  newsroom  a- 

bout  how  the  news- 

und  doing  room  works.” 

the  iob  ”  Wynn  says  all  theo- 

ries  must  be  applicable 
Alan  Geere  to  any  size  newspaper. 

Thomson  Newfpill’s  down  to 

the  smaller  newspa- 
pers,”  says  Wynn.  “I 
try  to  talk  about  how 
a  paper  can  do  something  with  one 
or  two  people  that  we  do  with  six  or 
seven.” 

At  the  Poynter  Institute  for  Media 
Studies  in  St.  Petersburg,  Fla.,  writing 
program  director  Chip  Scanlan  utilizes 
a  number  of  real-life  scenarios  so  stu¬ 
dents  can  test  their  abilities  in  realistic 
situations.  “1  prefer  a  real-life  example 
because  that  is  the  truth,”  says  Scanlan, 
whose  background  includes  stints  at  the 
Knight  Bidder  Washington,  D.C.,  bu¬ 
reau  and  The  Providence  (R.I.)  Journal. 
“It  is  making  them  think  more  than  just 
having  them  writing  down  notes.” 

Scanlan  also  promotes  the  use  of 
teams  and  groups  to  work  on  issues 
together  and  share  thoughts  instead  of 
just  having  an  instructor  speak.  “This 
tells  people  that  it  is  OK  to  open  up,” 
he  says. 


Times-Dispatch  (210,000  daily  circula¬ 
tion)  “We  have  really  ratcheted  up  our 
emphasis  on  writing.” 

At  The  San  Diego  Union-Tribune, 
which  unveiled  a  leadership  academy 
three  years  ago  that  provides  a  dozen, 
half-day  seminars  for  management,  alt 
department  supervisors  are  being  given 
more  training  because  they  are  expected 
to  do  more. 

“Expectations  are  different  and  higher 
than  they  used  to  be,”  says  Gene  Bell, 
Union-Tribune  president  and  CEO. 
“Newspapers  need  more  than  just  man¬ 
agers;  they  need  to  get  things  done  faster, 
get  consensus  quickly,  and  build  teams.” 

The  expanded  training  is  not  limited  to 
large  newspapers,  according  to  those  at  the 
3 1  ,(XX)-circulation  La  Crosse  (Wis.)  Trib¬ 
une,  which  has  boosted  its  computer  tech¬ 
nology  and  computer-assisted  training  in 
recent  years,  along  with  programs  de- 
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signed  to  teach  employees  about  reader- 
ship  trends  and  needs. 

“You  are  having  to  do  more  with  demo¬ 
graphics  to  see  what  readers  want  and  how 
you  can  best  provide  it,”  says  Tribune  local 
news  editor  Chris  Hardie. 

API’s  Riordan  says  newspaper  workers 
also  want  to  learn  more  about  other  areas 
of  the  publication.  “People  from  circula¬ 
tion  are  going  to  editorial  programs,  while 
advertising  folks  are  wanting  to  learn  more 


about  editing,”  she  says. 

At  The  News  Journal  in  Wilmington, 
Del.,  employee  demands  for  more  career 
training  two  years  ago  spawned  the  “Stars 
of  the  Future”  program,  which  trains 
workers  in  eight  leadership  areas  ranging 
from  time  management  to  performance 
reviews. 

“We  had  determined  that  there  were  not 
enough  opportunities  for  employees  who 
wanted  to  advance,”  says  Denise  Stypinski, 


Photos  courtesy  (^The  Miami  Heratd 

News  Journal  training  and  development 
manager.  “The  opportunity  to  have  skills  to 
move  up  is  popular.” 

Cox  of  FACS  says  he  is  seeing  increased 
interest  from  professionals  outside  journal¬ 
ism  for  newsroom  education  as  well. 
“We’re  educating  more  people  from  busi¬ 
ness,  nonprofit  groups,  and  government 
about  journalism,”  he  says.  “We  are  also 
doing  more  to  reach  small  business  and 
academics.” 
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‘Art  History  1 01  ’  aimed 
at  Medicis  of  tho  Wob 


Artcyciopedia, 
a  thing  of  beauty, 
brings  the  arts  to  life 
for  those  on  a  deadline 

by  Charles  Bowen 

Journalists  are  generally  a  literate  and 
history-savvy  bunch.  We’re  aware  of 
who  wrote  “The  Grapes  of  Wrath,” 
what  Gutenberg  was  famous  for,  and  why 
political  scandals  in  the  late  20th  century 
frequently  are  assigned  “-gate”  suffixes 
(such  as  “Travelgate,”  “Monica-gate,”  etc.). 

But  take  us  away  from  words  and  facts 
and  into  the  world  of  graphic  arts,  and  we 
may  feel  inadequate.  Many  of  us,  unless 
we  had  a  required  art-history  class  in  col¬ 
lege,  don’t  know  our  Rubens  from  our 
Rembrandts,  our  Monets  from  our  Manets, 
our  Georgia  O’Keeffes  from  our  Robert 
Indianas. 

Fortunately,  though,  journalists  are  not 
merely  reservoirs  of  names  and  dates.  All 
good  reporters  and  editors  also  have  secret 
lives  as  detectives.  If  we  don’t  know  the 
answer  to  a  question,  we  pride  ourselves  in 
knowing  where  to  find  it.  And  increasingly, 
that  “where”  is  on  the  Web. 

Especially  when  the  subject  is  art.  The 
Artcyciopedia  is  a  massive  online  guide  to 
museum-quality  fine  art  on  the  Web,  as 
well  as  to  biographies  and  essays  on  styles 
and  artistic  techniques.  The  database  con¬ 
tains  information  on  more  than  5,000 


artists,  from  ancient 

times  to  the  pre.sent.  The 

site  is  a  joy  to  use 

because  it’s  already  -c^jssss, 

done  so  much  of  the 

tedious  searching  for  ■|||H 

you.  And  —  good  news 

for  writers  and  editors  in 

a  hurry  —  you  can 

search  for  a  number  of 

museums  at  one  time, 

then  go  directly  to  the 

works  you  want  to  see. 

The  site  even  helps  you  find  similar  works 
by  other  artists. 

To  use  it.  start  by  visiting  the  site  at 
http://www.artcyclopedia.com.  If  you  have 
a  specific  artist  in  mind,  you  can  type  the 
name  in  the  data-entry  field  at  the  top  of  the 
introductory  screen.  It  is  usually  best  to 
enter  a  single  word  in  the  artist’s  name. 
Searches  are  not  case-sensitive,  so  don’t 
worry  about  capitalization.  (You  also  may 
leave  search  words  unaccented,  nonslashed, 
and  de-umlauted,  incidentally.) 

How  would  you  use  this?  Suppose  your 
local  art  gallery  has  just  received  news  of 
a  bequest  leaving  it  a  rare  Caravaggio  dat¬ 
ing  from  the  early  17th  century.  You’re  on 
deadline,  as  always,  with  no  time  to  visit 
the  library  or  track  down  art  professors  at 
home,  so  you  enter  Caravaggio  in  the  data 
field.  In  a  moment,  you  learn  that  the  artist 
(also  known  as  Michelangelo  Merisi  da 
Caravaggio)  was  an  exemplar  of  the 
Italian  Baroque  era  and  that  there  are  near¬ 
ly  two  dozen  exhibits  of  his  work  on  the 
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Web,  from  Paris,  London,  Madrid,  and 
Florence  to  Boston,  San  Francisco, 
Cleveland,  and  Kimball,  Texas.  If  you 
have  time  to  browse  further,  “Explore” 
buttons  at  the  bottom  of  the  screen  let  you 
find  other  Baroque-era  artists  as  well  as 
other  Italian  painters. 

-  If  you  don’t  know 

'Yf’u^i'iuMA^  how  to  spell  the  artist’s 
name  —  you  mean  you 
*-i  don’t  know  how  to  spell, 

say,  Albert  Bierstadt, 
■HjHjU  I  Giotto  di  Bondone, 
Willem  de  Kooning,  or 
rsas-  Edvard  Munch?  —  use 

the  browse  options  at  the 
J!r~-L  top  of  the  site’s  introduc- 

tory  page,  clicking  on 

_  j  the  letter  of  the  alprhabet 

— — J  matches  the  begin¬ 
ning  of  the  artist’s  last  name. 

Also,  feature  writers  working  on  art- 
related  stories  might  be  interested  in  the 
“Top  30”  link  on  the  introductory  page.  This 
produces  Artcyclopedia’s  running  tally  of 
the  30  most-popular  artists  in  the  database. 
It  is,  as  the  site  operators  say,  a  “lightheart¬ 
ed  attempt  to  measure  which  artists  have  the 
greatest  ‘mindshare’  in  our  collective  cul¬ 
ture,  based  on  activity  measured  in  our  serv¬ 
er  logs.”  Topping  the  list  at  this  writing,  by 
the  way,  were  van  Gogh,  Monet,  Picasso, 
Dali,  and  Michelangelo. 

Other  considerations  for  using  the  Artcy¬ 
ciopedia  in  your  work: 

IThe  site  provides  references  only  to  sites 
where  artists’  works  can  be  viewed 
online.  For  calendars  of  “real-world”  exhib¬ 
its,  check  out  Gallery  Guide  Online  at 
http://www.gallery-guide.com/content/cur- 
rent  and/or  the  Art  Museum  Network’s 
ExCalendar  at  http://www.excalendar.net. 

2  If  you  are  looking  for  the  Web  sites  of 
specific  museums  in  the  United  States 
or  around  the  world,  click  on  the  Artcyclo¬ 
pedia’s  Master  Museum  List  link  on  the 
introductory  page.  It  produces  a  hyper- 
linked  list  of  home  pages  for  Web-linked 
museums  in  this  country,  Canada,  Bel¬ 
gium,  France,  Great  Britain,  Italy,  the 
Netherlands,  Portugal,  Slovenia,  Spain, 
Sweden,  Switzerland,  and  Russia.  Also 
linked  are  international  sites  in  locations 
ranging  from  Brazil  to  Japan.  And  from 
here  you  can  find  artists’  own  home  pages, 
commercial  galleries’  indexes,  and  online 
art  articles. 

3  The  “Monthly  Feature”  link  offers  the¬ 
matic  art  tours  online  on  topics  such  as 
women  in  the  arts,  the  golden  age  of  illustra¬ 
tion,  and  the  works  of  specific  artists.  Bl 
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PR  executive  achieves  success 
with  a  thumh-in-the-eye  approach 


New  York  mayor  Giuliani 
extols  the  style  of  his 
controversial  PR  chief 

by  Joe  Nicholson 

Cristyne  Lategano,  communications 
director  for  New  York  mayor 
Rudolph  Giuliani,  has  achieved  years 
of  success  with  repeated  use  of  what  some 
reporters  complain  is  a  thumb-in-your-eye 
approach,  a  style  perhaps  best  suited  for  a 
city  with  a  fondness  for  gruffness. 

Lategano,  34,  who  began  an  indefinite 
leave  of  absence  last  week,  helped  Republi¬ 
can  Giuliani  win  two  mayoral  races,  built 
his  reputation  as  the  man  who  stopped  New 
York  criminals,  and  leaves  him  leading  first 
lady  Hillary  Rodham  Clinton  in  polls  for  an 
expected  U.S.  Senate  race  showdown. 

Journalists  across  the  country  debate 
what  they  should  do  when  they  face  a  pow¬ 
erful  public  official  who  uses  what  they 
view  as  pit-bull  tactics. 

Some  New  York  reporters  blame 
Lategano  for  having  blocked  their  access  to 
city  records  that  were  readily  available 
under  previous  administrations;  others  say 
she  only  returned  calls  if  she  was  assured  of 
a  flattering  story. 

Photographers  and  reporters  contend  they 
were  prevented  from  viewing  certain  news 
and  crime  scenes  by  police,  who  sometimes 
even  confiscated  reporters’  press  cards.  On 
one  occasion,  Julia  Campbell,  a  reporter  for 
The  New  York  Times,  was  taken  away  in 
handcuffs  after  she  complained  she  was 
Maced  while  covering  a  demonstration 
where  police  used  the  chemical  on  protesters. 

While  reporters  contend  that  decades  of 
cooperation  of  the  police  department  with 
the  media  ended  after  Giuliani’s  election, 
Lategano  insists  the  Mayor  did  not  influ¬ 
ence  the  police  on  those  issues.  “In  each 
case,  the  police  officer  on  the  scene  made 
the  decisions,”  she  says. 

Lategano  and  Giuliani  spoke  to  E&P  in 
separate  telephone  interviews  for  this  story. 

“When  you  consider  that  I’m  the  best 
known  mayor  in  the  world,  she  did  an 
absolutely  terrific  job,  and  that’s  not  all 
because  of  me,”  says  Giuliani,  who  describes 


a  strategy  that  sounds  like  it  is  designed  as  an 
end-run  around  newspapers. 

Giuliani  says  dailies  give  a  skewed  view 
of  him,  and  he  contends  that  his  only  hope 
for  getting  out  the  truth  is  to  speak  directly  to 
the  public  at  community  forums  and  through 
columns  he  writes  for  35  community  and 
ethnic  weeklies.  Most  of  all,  he  views  radio 
and  TV  appearances  as  the  best  way  to  get 
out  his  message. 

Giuliani  explains:  “The  strategy,  if  I  can 
summarize  it,  is  to  communicate  directly 
with  people  and  not  allow  yourself  to  be 
pigeonholed  and  [depicted]  solely  by  the 
print  media.  So  that  instead  of  being  a  vic¬ 
tim  of  consistent  stereotypes  that  are  repeat¬ 
ed  over  [and  over],  I  on  many,  many  occa¬ 
sions  communicate  directly  with  people  and 
then  they  can  form  their  own  opinion,  and 
very  often  when  we  do  that,  they  say:  ‘You 
are  very  different  from  what  is  described  in 
the  newspapers,  much  more  open,  much 
warmer,  and  much  more  humorous.” 

“By  communicating  in  many,  many  dif¬ 
ferent  ways,  which  was  Cristyne’s  strategy. 
I’ve  created  a  whole  base  of  support  that 
would  not  be  there  but  for  that  strategy,”  he 
says.  “I’m  the  only  Republican  mayor  who 
has  ever  been  able  to  win  just  on  the 
Republican  line.” 

Giuliani  laughed  about  a  headline  in 
Long  Island,  N.Y.,  Newsday,  saying:  “The 
communications  strategy  that  we  utilized 
for  four  years  of  communicating  directly  — 
which  Newsday  once  described  as  “Air 
Rudy”  —  I  don’t  think  they  realized  that 
they  had  actually  discovered  the  strategy 
that  Cristyne  had  mapped  for  me  to  com¬ 
municate  directly  with  New  Yorkers.” 

“I’ve  done  the  [David]  Letterman  show 
maybe  a  dozen  times  and  Conan  O’Brien 
maybe  five  or  six  times,”  he  says.  “All  that 
gave  people  a  chance  to  see  a  part  of  me  that 
is  not  often  conveyed  in  the  print  media.” 

“It  [other  media]  creates  a  much  fuller 
picture  of  a  public  figure  than  would  be  pre¬ 
sented  in  the  gossip  columns  or  in  the  inter¬ 
pretation  of  a  particular  reporter.” 

Asked  what  he  thinks  of  newspaper 
reporters,  Giuliani  laughs  loudly  and  pauses. 
“Some  very  good,  some  not  so  good  . . .  But 
the  main  thing  is  they  should  not  control 
totally  your  communications  with  the  public 
because  then  it’s  going  to  be  not  your  —  but 
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their  —  interpretation  of  you.” 

Newspaper  people  have  reacted  to  the 
Lategano  strategy  with  “a  certain  antago¬ 
nism  because  what  they  were  used  to  was 
having  much  more  control  over  the  [image] 
of  ‘The  Mayor,”  he  says.  “That  creates  some 
annoyance.” 

Giuliani  “absolutely”  plans  to  continue 
following  Lategano ’s  strategy. 

Asked  his  advice  for  newspaper  journal¬ 
ists,  the  mayor  says,  “My  advice  would  be 
to  break  through  the  stereotypes.  ...  The 
people  who  cover  you  every  day  get  bored, 
and  they  develop  stereotypes.” 

As  for  newspapers’  complaints  that 
Lategano  blocked  access  to  public  records, 
Giuliani,  says,  “That’s  a  legal  area  ...  That 
would  be  something  she  would  have  nothing 
to  do  with.  The  whiners  and  complainers 
failed  to  take  account  of  the  fact  that  they 
have  more  access  to  me  than  any  other  elect¬ 
ed  official  in  the  United  States.” 

Lategano  insists  there  has  been  no  reduc¬ 
tion  in  access  to  public  information.  She 
says,  “What  is  different  is  that  they  are  ask- 
i  ing  for  new  information,”  referring  to 
requests  that  would  violate  the  privacy  of 
welfare  recipients. 

Giuliani  says  he  is  “more  than  willing  to 
answer  [reporters’]  questions  and  to  chal- 
;  lenge  them  if  I  think  that  what  they  are  asking 
i  is  inappropriate  or  wrong.”  Asked  how  often 
questions  from  newspaper  reporters  are  inap- 
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propriate  or  wrong,  he  says,  “Often  enough.” 

Lategano  says,  “When  the  mayor 
became  mayor,  we  sat  down  and  devised  a 
strategy,  and  my  advice  to  him  then  and 
now  is  always  to  present  your  case  to  the 
public  as  directly  as  possible,”  says 
Lategano.  Referring  to  newspaper  people, 
she  says  she  realizes  “this  doesn’t  set  too 
well  with  you  guys.” 

The  strategy  provokes  criticism  even 
among  police  reporters  who  admire 


Giuliani’s  law-and-order  policies. 

Murray  Weiss,  a  New  York  Post  reporter 
and  columnist,  says  his  calls  were  always 
returned  by  Lategano,  but  he  says  of  her: 
“There  is  a  knee-jerk  disrespect  for  honest 
journalism. 

“The  only  balance  was  for  the  scales  to  be 
all  the  way  on  her  boss’  side  regardless  of 
fairness  or  accuracy,”  says  Weiss,  criminal 
justice  editor  of  the  Post,  a  Giuliani  booster. 

Lategano  “not  only  tried  to  block 


access  [to  public  records],  she  tried  to  use 
that  as  a  sledgehammer.  She  acknow¬ 
ledged  that  as  a  weapon  of  her  office,” 
adds  Weiss,  who  calls  her  approach  a  “pit¬ 
bull  defense.” 

“She  intimidated  a  lot  of  City  Hall 
reporters,”  says  Leonard  Levitt,  a  police 
reporter  and  columnist  with  Newsday.  “They 
appeared  to  me  to  be  a  cowed  lot.” 

Giuliani  “reminds  me  of  [former 
President  Richard]  Nixon  more  than  any¬ 
body  else,”  says  Levitt,  who  adds  the  mayor 
appears  to  believe  “if  you  are  not  100%  for 
me,  you  are  my  enemy.” 

Levitt  once  wrote  that  Marilyn  Mode,  the 
police  department’s  deputy  commissioner 
for  public  information,  regularly  uses  a 
stock  phrase  to  ward  off  many  elementary 
questions:  “I  have  nothing  for  you.” 

Asked  if  Giuliani  provided  newspapers 
with  less  access  to  public  information  about 
police  and  crime,  Lategano  says,  “It’s  an 
issue  that  has  been  discussed.”  She  explains 
that  falling  crime  rates  provide  less  to  write 
about,  creating  “a  unique  frustration  for 
crime  reporters.” 

“We  no  longer  have  seven  murders  a 
day,”  she  says.  When  it  is  pointed  out  that 
the  city’s  murder  rate  never  went  that  high, 
Lategano  says  there  were  individual  days  in 
the  past  with  as  many  as  seven  murders  and 
says  she  calculates  the  rate  reached  six  mur¬ 
ders  a  day. 

One  of  the  city’s  high-ranking  public- 
relations  officials  when  Giuliani  took 
office  was  Rossana  Rosado,  who  was  vice 
president  for  public  affairs  of  the  1 1  city- 
owned  hospitals.  A  former  City  Hall 
reporter  with  the  city’s  Spanish-language 
daily  El  Diario/La  Prensa,  Rosado  worked 
under  Lategano  for  two  years  before  she 
returned  to  the  paper  as  its  editor  in  chief 
and  general  manager. 

“They  kind  of  redefined  what  public 
access  was,”  she  says.  “They  had  a  total  dis¬ 
regard  for  the  freedom-of-information  act.  It 
was  not  that  they  had  anything  to  hide.  They 
just  wanted  to  control  the  access.” 

Moreover,  she  says  Giuliani  made 
repeated  public  statements  claiming  he 
inherited  some  city-owned  hospitals  that 
lacked  accreditation.  Rosado  contends  that 
Giuliani’s  claims  were  not  accurate  and 
continued  even  after  his  staff  was  told  they 
were  not  true. 

Asked  about  that,  Giuliani  says,  “1  think 
there  were  some  [city-owned  hospitals]  that 
still  had  partial  lack  of  accreditation.”  He 
adds,  “I  never  referred  to  it  that  way  —  at  the 
very  moment  I  came  into  office  ...  I  think 
some  were  unaccredited.” 

Speaking  about  her  experience  back  at 
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the  paper  as  editor  in  chief,  Rosado  says: 
“I’ve  been  editor  for  four  years,  and  I  never 
got  a  call  from  Rudy,”  she  says.  “He  called 
the  publisher  or  the  publisher’s  boss,  the 
president  of  the  larger  company.” 

Asked  if  Giuliani  habitually  went  over 
the  head  of  editors,  Lategano  says:  “It  all 
depends  on  a  case  by  case  basis.  He  may 
know  the  editor  better.  He  may  know  the 
publisher  better.” 

When  Rosado  complained  access  to  pub¬ 
lic  records  was  being  blocked,  she  says 
Lategano  responded  more  than  once  by 
yelling  at  her.  After  one  complaint,  Latega¬ 
no  suggested  the  editor  gag  a  columnist  who 
had  been  criticizing  the  police  commission¬ 
er,  says  Rosado,  who  recalls  Lategano  say¬ 
ing,  ‘“Maybe  if  you  were  a  little  nicer  to  the 
police  commissioner.’”Asked  about  that 
incident,  Lategano  says,  “I  don’t  recall  any 
direct  conversation  nor  would  I  relay  it. 
Conversations  between  editors  and  press 
secretaries  are  traditionally  private.” 

Rosado  goes  on:  “I  was  a  friend.  I  had 
friends  in  the  administration.  I  had  lunch 
with  Cristyne.  They  are  not  about,  ‘Give 
us  a  fair  story.’  They  are  about,  ‘Don’t 


publish  that  story.’” 

Giuliani  “is  such  a  bully,”  says  Rosado, 
who  calls  his  strategy  “Gestapo  tactics.” 
Lategano  fought  to  block  every  criticism  of 
Giuliani  by  insisting  each  time  that  the  crit¬ 
icism  had  no  merit,  says  Rosado,  who 
believes  that  approach  “ultimately  works 
against  you  pretty  much  because  you  have 
to  be  God  to  win  that,  and  he  thinks  he  is.” 

Lategano  “kind  of  went  for  the  jugular,” 
says  Rosado.  “She  has  no  respect  for  peo¬ 
ple  who  are  journalists.” 

Speaking  on  background,  reporters  com¬ 
plain  few  of  their  superiors  stand  up  to 
Giuliani;  they  suspect  some  editors  and  pub¬ 
lishers  have  been  rendered  impotent  by 
Giuliani  intimidation. 

A  story  last  week  in  PR  Week  magazine 
referred  to  previously-published  “rumors 
suggesting  that  Lategano  was  the  ‘other 
woman’  whose  presence  led  to  strife 
between  the  mayor  and  his  wife.”  The  new 
publication  said  there  has  been  speculation 
that  Lategano ’s  unexplained  leave  was  per¬ 
manent  and  was  “due  to  a  breakdown  in  her 
relationship  with  Giuliani.” 

The  original  publication  of  the  rumors 


was  “grossly  unfair”  sexism,  says  Rosado. 
“No  reporters  ever  attacked  her  on  the  [PR] 
tactics,”  she  says.  “They  put  out  stuff  about 
whether  or  not  she  was  sleeping  with  Rudy. 
They  didn’t  have  the  balls  to  write  about  it 
because  they  had  to  live  in  Room  9,”  Rosado 
says  of  City  Hall  reporters,  who  she  believes 
passed  the  innuendo  to  magazine  writers, 
who  put  it  in  print. 

Asked  about  Rosado’s  comments  on  the 
adultery  rumors,  Giuliani  says,  “I  don’t 
comment  on  that.”  Lategano  says  of 
Rosado’s  comments:  “I’ll  just  say  I  appreci¬ 
ate  and  value  her  support.” 

PR  gurus  Howard  Rubenstein  and  Dan 
Klores  praise  Lategano  but  don’t  imitate 
her.  Rubenstein,  who  represents  the  Post, 
and  Klores,  spokesman  for  the  Daily  News, 
always  return  reporters’  calls.  “If  someone’s 
going  to  take  a  shot  at  my  client.  I’d  like  to 
know,”  says  Klores. 

Lategano  succeeded  because  her  approach 
meshed  with  Giuliani’s  tough-guy  image, 
says  Klores.  “You  can’t  be  a  tough  guy,  and 
then  call  everybody  back,”  he  explains. 
“You’ve  got  to  say  at  times,  ‘Screw  you,’ 
including  to  reporters.”  !■ 
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That  was  the  assessment  of  Atlantic’s  newsprint  after  it  was  compared 
against  five  others  in  a  comprehensive  paper  test  commissioned  by  the 
St.  Louis  Post-Dispatch. 

The  study  matched  the  100  per  cent  recycled  newsprint 
produced  by  Atlantic  against  one  other  100  per  cent  recycled 
newsprint  and  four  types  that  are  mostly  virgin  with  between 
20  and  40  per  cent  recycled  content.  It  measured  the  qualities 
that  make  up  a  papers  printability,  including  strength,  brightness, 
opacity,  and  ink  receptivity  and  adherence.  After  a  thorough 
test  of  all  these  factors,  the  Atlantic  newsprint  came  ^ 

out  on  top,  with  an  overall  rating  37  per  cent  better  x 
than  its  closest  competitor.  \ 

Our  newsprint  is  milled  in  the  suburban  Toronto  ' 
community  of  Whitby  at  Canada’s  first  100  per  cent  , 
recycled  newsprint  plant.  Opened  just  seven  years  ago,  .  ^ 
Atlantic’s  Whitby  facility  has  fast  become  the  paper  \ 
supplier  of  choice  for  some  of  North  America’s  largest  and  ' 
most  influential  newspapers.  \ 


• 


FIRST  IN  100%  RECYCLED  NEWSPRINT 
Tel  905  686-5952  /  Fax  905  686-5900 


Recruiting  across  distances, 
the  real  and  the  imagined 


by  Joe  Grimm 

Thousands  of  journalists  will  cross 
the  country  to  Seattle  next  month 
and  face  each  other  across  300  Job- 
fair  tables  at  Unity  ’99. 

Many  will  find  it  harder  to  cross  the  30 
inches  over  those  tables  than  to  cross  the 
country. 

That’s  because  most  interviews  at 


Unity  will  cross  cultures.  Increasingly,  so 
do  the  interviews  in  our  own  offices. 

Candidates  say  that  recruiters’  assump¬ 
tions,  unfamiliarity,  and  ignorance  can 
cost  them  insight,  understanding,  and 
prospects  in  the  competition  for  talent. 

And  the  differences  aren’t  Just  about 
culture. 

Ruth  Seymour,  director  of  Push  the 
Edges,  a  yearlong  Poynter  Institute  for 
Media  Studies  workshop  in  “Interracial 
and  Intercultural  Journalism”  now  under 
way  in  Detroit,  says,  “With  culture,  there 
are  communication  and  behavioral  dis¬ 
tance  issues,  but  with  race,  ethnicity,  sex¬ 
ual  orientation  —  internal  U.S.  divisions 
—  conversational  barriers  emerge  differ¬ 
ently.  There  are  such  histories  and 
encrusted  personal  experiences  of  hurt 


and  mistrust  that  people  on  both  sides  of 
every  division  feel  quite  attached  to  their 
defense  patterns.” 

Even  nonverbal  signs,  such  as  where 
people  look  during  an  interview,  how  they 
shake  hands,  or  how  quickly  they  respond 
are  subject  to  misinterpretation. 

In  the  April  issue  of  New  Woman  mag¬ 
azine,  Disney  Channel  president  Anne 
Sweeney  says,  “I  always  suspect  someone 
isn’t  being  truthful  when  they  look  down 
or  won’t  look  me  in  the  eye.” 

Yet,  what  Sweeney  sees  as  a  sign  of 
deceit  may  be  intended  as  a  sign  of 
respect. 

Lalaine  Estella,  assistant  lifestyle  editor 
at  the  Pacific  Daily  News  on  Guam,  says, 
“Having  grown  up  in  a  Filipino  household 
in  the  [United]  States  and  on  Guam,  I’ve 


Detroit  Free  Press  deputy  managing  editor/news  (center  left)  interviews  Michigan  State  student  at  the  Spirit  of  Diversity 
job  fair  last  year. 
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Its  About  Tune 

»^- . 

Introdudng  r-'^  :  from  HireSystems  —  designed  to  give 
newspapers  a  profitable  value-add,  and  employment  advertisers 
cutting-edge  tools  to  manage  recruiting  and  hiring. 

AdWorks  delivers  candidates'  resumes  right  to  your  employment 
advertiser's  desktop,  boosting  the  power  of  your  employment 
section.  We  provide  state-of-the-art  resume  collection  and 
scanning,  secure  database  hosting  and  the  highest  quality 
search  capabilities  —  all  private-labeled  as  yours,  in  your  market 

At  HireSystems,  we  understand  your  need  for  new  revenue 
streams,  competitive  selling  tools,  and  newspaper-branded 
advertising  solutions.  We  also  understand  your  employment 
advertiser's  need  to  speed  up  the  hiring  process. 

It's  about  time  we  met.  Call  us  about  an  AdWorks  partnership 
in  your  market. 

650.349.9000  or  www.hiresystems.com 

I 

■  mHir 


It's  About  Time 


learned  many  Asian  ‘culturisms’  that  clash 
with  western  practices.  Number  one  is 
looking  people  in  the  eye. 

“When  I  got  to  college  on  the  East 
Coast  and  had  to  interview  for  work 
studies,  summer  jobs,  and  internships,  I 
had  to  force  myself  to  look  people  in  the 
eye.  And  when  people  looked  directly  at 
me,  I  felt  they  were  staring  me  down, 
and  I  would  feel  like  shrinking  in  my 


seat,  like  I  needed  to  hide.  It  made  me 
appear  less  confident  and  not  assertive. 
And  probably  made  me  feel  that  way, 
too.  It’s  something  I  still  have  to  make 
an  effort  to  do.  If  interviewers  were 
more  culturally  sensitive  about  this 
Asian  trait,  I  think  some  interviews 
would  go  a  lot  smoother  for  all.” 

Pacing,  another  nonverbal  behavior,  has 
many  patterns.  It  would  be  oversimplify¬ 


ing  to  think  that  all  people  of  one  culture 
act  alike. 

They  don’t.  But  recruiters  need  to  be 
aware  that  what  they  see  may  not  mean 
what  they  think  it  does  and  may  not  be  as 
revealing  of  the  person’s  work  styles  and 


THE  ST,  LOUIS  POST-DISPATCH,  the  flagship  of  Pulitzer  Inc.  with  a  Sunday 
circulation  of  more  than  500,000,  has  several  immediate  openings.  We  seek  experienced 
journalists  who  through  their  coverage  can  help  the  communities  we  serve  thrive.  We  want 
individuals  who  have  experience  working  on  a  daily  newspaper,  who  are  creative  and 
critical  thinkers  with  a  high  degree  of  flexibility. 

Among  our  openings  are: 

DIRECTOR  OF  COMPUTER  ASSISTED  REPORTING 

Applicants  should  have  a  solid  background  in  conceptualizing  and  delivering  compelling  stories  as 
well  as  acquiring  and  analyzing  data.  This  person  also  should  have  the  ability  to  train  staff  as  the 
Post-Dispatch  works  to  build  expertise  among  our  staff  to  continue  our  leadership  in  computer- 
assisted  reporting.  This  person  also  will  be  in  charge  of  polling,  working  with  an  outside  pollster  and 
maintaining  a  partnership  with  a  local  television  station.  Applicants  should  have  demonstrated 
experience  in  databases,  spreadsheets,  statistics  and  online  research.  Experience  in  SQL  Server, 
Lotus  Notes,  mapping  and  Web  authoring  tools  is  preferred.  Submit  a  resume,  ten  samples  of  your 
work,  a  one-page  statement  of  how  you  would  approach  the  job  and  a  one-page  statement  about 
your  teaching  approach. 

ONLINE  YOUTH  DIRECTOR 

Oversee  major  components  of  our  outreach  to  the  youth  market  via  online  activities.  This  person, 
among  other  things,  will  oversee  the  online  operation's  program  with  area  high  school  youth  that 
provides  opportunities  for  them  to  publish  on  the  Post-Dispatch  website,  postnet.com  Submit  a 
r^surn^,  six  samples  of  work  that  demonstrate  your  ability  to  work  with  youth  and  a  one-page 
statement  of  how  you  would  approach  the  job. 

ENVIRONMENTAL  WRITER 

Write  about  issues  that  range  from  the  environmental  impact  of  improvements  to  the  region's 
infrastructure  to  breaking  news.  This  person  will  be  part  of  a  team  and  should  be  capable  of  pitching 
in  for  other  team  members,  when  necessary.  Submit  a  rdsumd,  six  samples  of  work  and  a  one-page 
statement  of  how  you  would  approach  the  job. 

NIGHT  TEAM  LEADER 

Oversee  our  nightside  community  coverage  team.  We  seek  someone  who  has  experience 
coordinating  the  coverage  of  breaking  news  and  who  has  directed  reporters  who  cover  agencies 
concerned  with  the  public  safety  of  communities. 

NATION/WIRE  EDITOR 

Join  our  national  desk.  This  person  will  oversee  the  content  of  our  nation-world  pages  in  our  Sunday 
edition.  This  person  also  will  act  as  the  night  and  weekend  editor  for  the  wire  desk,  helping  to  edit 
stories  from  our  Washington  bureau.  This  person  should  be  an  experienced  editor. 

EDUCATION  WRITER 

Cover  education  and  issues  relating  to  youth.  This  person  will  cover  K-12  schools,  breaking  news 
and  enterprise  stories.  Submit  a  r^sum^,  cover  letter  and  at  least  six  clips  showing  your  range  of 
work. 

We  are  also  seeking  COPY  EDITORS  and  DESIGNERS,  particularly  in  Sports,  Business 
and  Features. 

Send  all  correspondence  to: 

Cynthia  Todd 
Director  of  Recruitment 

St.  Louis  Post-Dispatch 

900  North  Tucker  Blvd. 

St.  Louis,  MO  63101 

You  also  may  send  your  submissions  via  E-mail  to  ctodd@postnet.com  The  application  deadline 
for  the  CAR  DIRECTOR  Is  July  1 2, 1 999.  All  other  applications  should  be  submitted  by  June  28, 1 999. 

The  Post-Dispatch  Is  an 

Equal  Opportunity  Employer  that  values  diversity  in  the  workplace 


Candidates  say 
that  recruiters’ 
assumptions, 
unfamiliarity,  and 
ignorance  can  cost 
them  insight,  under¬ 
standing,  and 
prospects  in  the 
competition  for  talent. 


qualities  as  it  is  of  their  background. 

As  executive  director  of  Unity  ’99, 
Walterene  Swanston  has  worked  exten¬ 
sively  across  cultures.  There  has  been 
misunderstanding  and  struggle  as 
people  of  different  races  have  tried  to 
build  Unity,  which  brings  together 
organizations  such  as  the  Asian 
American  Journalists  Association, 
National  Association  of  Black 
Journalists,  National  Association  of 
Hispanic  Journalists,  and  Native 
American  Journalists  Association. 
“African  Americans  tend  to  be  much 
more  spontaneous  in  response  to  ques¬ 
tions,”  Swanston  says. 

“Native  Americans  tend  to  be  more 
contemplative,  one  reason  being  that  once 
your  words  are  out,  you  can’t  take  them 
back.  As  one  person  told  me,  your  words 
go  around  the  world.” 

A  member  of  one  group,  not  recogniz¬ 
ing  the  patterns  of  another,  might  incor¬ 
rectly  conclude  that  the  other  person  is 
pushy,  nonassertive,  or  lacks  ideas.  What 
is  intended  as  helpful  support  might  feel 
like  a  rude  interruption. 

Push  the  Edges’  Seymour  says,  “The 
core  principle  of  intercultural  communi- 
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Jeanne  Fox-Alston,  executive  director  of  the  National  Association  of  Minority  Media  Executives,  interviews  MSU  student 
Mary  Owen. 


cation  is  to  describe  rather  than  interpret,  country.  This  possibility  apparently  had 
Better  to  say  to  yourself,  ‘This  fellow  is  not  occurred  to  the  recruiter  when  a 

smiling,’  than  to  think,  ‘He  is  pleased  Chinese- American  woman  sat  down  in 

with  my  comment.’  The  way  someone 
meets  your  eyes  and  holds  them,  or  does¬ 
n’t,  a  long  pause,  even  a  simple  nod  — 
none  of  this  has  to  mean  what  you  think 
it  does.” 

Even  the  questions  we  ask,  intended  to 
open  candidates  up,  can  shut  them  down. 

Several  Hispanic  journalists  say  they 
are  tired  of  being  asked,  “How  good  is 
your  Spanish?” 

How  could  such  a  straightforward 
question  offend? 

One  Journalist  sees  it  as  an  underhand¬ 
ed  variation  on  “What  is  your  ethnicity?” 

Or  worse,  “How  Hispanic  are  you  —  real¬ 
ly?”  One  Latina  editor  is  offended  that 
recruiters  ask  only  about  Spanish  —  never 
acknowledging  that  she  might  speak 
Russian,  French,  or  Mandarin. 

One  newspaper  recruiter  couched  his 
assumption  about  language  in  a  compli¬ 
ment.  During  an  interview  at  the  Univer¬ 
sity  of  Missouri-Columbia,  he  told  student 
Melissa  Moy  how  much  progress  she  was 
making  with  her  English. 

Surprised,  she  replied  that  both  she 
and  her  parents  had  been  bom  in  this 


front  of  him. 

If  having  another  language  is  relevant 
to  the  job,  ask,  “Do  you  speak  other 


SENIOR  EDITOR 


Bicycling  Magazine,  the  world's  largest  cycling  publication,  seeks 
a  Senior  Editor  with  fresh  vision  to  help  take  our  successful 
magazine  to  the  next  level.  Editing  and  writing  will  stress  concise 
and  visual  presentation  (but  not  at  the  expense  of  wit  or 
information).  Candidate  will  be  responsible  for  4-5  sections  of  the 
magazine,  idea  generation,  story  assignments,  producing  stories  and  other  original 
material.  Interest  in  cycling  a  plus. 


RODALE  PRESS 


Candidates  must  be  willing  to  work  at  our  Eastern  Pennsylvania  headquarters 
situated  60  minutes  from  Philadelphia  and  90  minutes  from  New  York  City.  Rodale 
Press  offers  a  pleasant  employee-oriented  working  environment,  competitive 
salaries  and  a  comprehensive  benefits  package  including  401  (k),  educational 
assistance  and  an  on-site  fitness  center.  Please  send  resume,  salary  requirements 
and  writing/editing  samples  to: 

Human  Resources  Dept.  (EP-SEBI) 

RODALE  PRESS,  INC. 

33  E.  Minor  Street 
Emmaus,  PA  18098 
Fax  number:  (610)  967-9209 

EOE  Visit  our  website  at  www.rodalepress.com 
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languages?”  But  don’t  ask  just 
some  people  this  question,  and 
don’t  guess  what  their  languages 
might  be. 

Sometimes,  people  don’t  even 
believe  their  own  ears. 

Fred  Fluker,  a  graphic  artist 
and  journalism  major,  says,  “I 
can  tell  people  that  I  go  to  the 
University  of  Alabama,  and  they 
will  automatically  assume  that  1 
go  to  Alabama  State  or  Alabama 
A&M,  the  historically  black 
universities.” 

Interviewers,  in  their  questions 
and  actions,  can  reveal  as  much 
about  themselves  as  they’re  try¬ 
ing  to  learn. 

Craig  Matsuda,  assistant  for¬ 
eign  editor  at  the  Los  Angeles  Times,  and 
William  Boyd,  a  faculty  member  at  the 
Poynter  Institute,  have  both  encountered 
the  “double  where”  question.  It  goes  like 
this;  The  interviewer  asks  an  African- 
American  man  where  he  went  to  college. 
He  says  Harvard. 

Apparently  stunned,  the  recruiter  does 
a  double  take  and  repeats  the  question: 
“Where!?” 

Boyd  also  gets  an  incredulous 
“What!?”  when  he  tells  people  he  loves  to 
ski.  They  obviously  don’t  think  black  peo¬ 
ple  do  that. 

Some  journalists  report  that  recruiters, 
by  their  questions,  show  that  they 


Interviewing  across 
cultures:  What  works 

•  Approacli  each  intervicucc  as  an  iiulivi(.iual. 

•  I'o  meet  the  real  person,  be  a  real  person. 

•  Meet  the  other  person's  style  hallway. 

•  Overeoine  assnininiiais. 

•  Speak  2(K(  of  the  time;  listen  Sl)'^  of  the  time. 

!  •  Show  respect  by  listening  actively. 

•  Observe,  but  tio  not  judue. 

•  Keep  the  interview  relevant  to  the  job. 

•  Question  consistently;  interpret  flexibly. 

•  Watch  your  (body)  language. 


assume  certain  job  candidates  will  never 
want  to  move  to  their  area,  or  away  from 
“their  people.” 

Lorene  Yue,  a  business  reporter  at  the 
Detroit  Free  Press,  finds  a  variation  in 
recruiters  who  tell  her  during  the  inter¬ 
view  that  they  have  a  lot  of  Asian  people 
at  their  papers.  She  says,  “1  don’t  care. 
That’s  not  why  I’d  go  there.  1  want  to 
know  whether  they  have  good  writers  at 
their  paper.” 

In  other  cases,  recruiters  probe  a  can¬ 
didate’s  willingness  to  move  —  and  then 
express  surprise  or  skepticism  if  the 
candidate  reports  a  willingness  to  move 
farther  than  the  recruiter  thought  people 


New  Directions  for  News,  a  non  profit  agency  affiliated  with  the  University  of  Missouri,  serves 
as  the  nation's  leading  think  tank  devoted  to  fostering  innovation  in  the  news  and  information 
industry.  Funded  by  major  grants  from  corporations  and  foundations  within  the 
information/media  industries,  it's  mission  is  to  identify  and  disseminate  new  trends  and 
technologies  in  delivery  systems  that  will  impact  media,  news,  and  technology. 

The  position  of  Associate  Director  requires  a  multi-talented  individual  with  the  capabilities 
and  experience  to  serve  as  Chief  Operating  Officer,  oversee  fundraising,  management  of 
internal  organization  and  staff  of  12-15,  and  interact  directly  with  Board  of  Directors,  grantors 
and  media  industry  leaders.  Qualified  candidates  will  have  highly  developed  creative 
abilities  and  appropriate  media  experience  to  work  with  the  Executive  Director  to  co-develop 
and  implement  mission,  policy,  planning,  program,  fund  raising,  research  and  outreach 
activities. 

If  you  possess  a  Bachelor's  degree  in  a  related  field,  have  relevant  management  and  media 
industry  experience,  and  would  like  to  be  considered  for  the  position,  mail  or  fax  cover  letter 
andr6sum6to: 

Duane  McCombs 

HR  Outsourcing 

7529  N.  Granby  Avenue 
Kansas  City,  MO  641 51 
Fax:  (816)  505-3141 
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of  that  racial  or  ethnic  group 
might  like  to  move. 

Ritu  Sehgal,  an  assistant  man¬ 
aging  editor  at  The  Miami 
Herald,  was  bom  in  India,  but 
educated  both  there  and  in  the 
United  States.  When  she 
interviewed  for  a  supervisory  job 
at  a  metro  newspaper,  a  senior 
editor  asked,  “You  seem  to  be 
very  soft-spoken.  How  does  that 
translate  into  leadership?” 

Sehgal  immediately  knew  that 
the  editor  thought  that  good  jour¬ 
nalistic  and  managerial  qualities 
might  not  be  enough,  and  that 
this  newsroom  required  people 
to  be  loud.  It  told  her  a  lot  about 
the  editor’s  assumptions,  and 
about  the  newsroom’s  culture. 

How  much  harm  can  assumptions  do  in 
an  interview?  Plenty.  They  can  make  the 
candidate  play  the  two-dimensional  cutout 
that  the  interviewer  expects  to  find. 

Amber  Arellano,  a  Detroit  Free  Press 
reporter,  says  that,  when  she  was 
younger,  an  interviewer’s  assumptions 
would  drive  her  out  of  sight.  “Any  time 
you  feel  judged  right  off  the  bat,”  she 
says,  “you  feel  less  comfortable,  more 
defensive,  and  you  give  less  information. 
1  know  for  myself,  1  shorten  my  answers. 
When  you  [the  recruiter]  ask  a  question, 
you  might  only  get  a  third  of  it.  1 
always  simplify  my  answers  because  1 
think  this  person  isn’t  going  to  get  it.  If 
you  think  a  recruiter  wants  you  to  be  that 
way,  you  almost  play  along  because  you 
need  a  job.” 

Workshop  director  Seymour,  who  also 
is  on  the  journalism  faculty  at  Detroit’s 
Wayne  State  University,  says,  “The 
best  recruiters  have  a  repertoire  of  inter¬ 
viewing  styles,  and  quite  consciously 
adjust  to  the  person  sitting  in  front 
of  them.” 

She  advises  recruiters  to  pay  attention 
to  the  behavioral  distance  between  them¬ 
selves  and  the  candidate  and  that  they  not 
make  judgments  about  it,  but  try  to  nar¬ 
row  it.  “It’s  like  in  reporting,”  she  says. 
“If  you  can  put  the  person  at  ease,  you 
will  get  a  much  better  look  at  what  they 
are  really  about.”  WM 

Grimm  is  recruiting  and  development 
editor  at  the  Detroit  Free  Press.  He  will 
co-facilitate  a  “Mixed  Messages: 
Recruiting  and  Interviewing  Across 
Cultures”  workshop  1-5  p.m.,  July  6,  at 
Unity  '99. 
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Celebrity  celumnists:  Fame 
came  first,  syndication  later 


As  United  Media  launches  a 
Dick  Morris  column,  debate 
flares  anew  about  writers 
who  didn’t  rise  through 
the  newspaper  ranks 

by  David  Astor 

When  controversial  political 
strategist  Dick  Morris  brought 
his  column  to  United  Media 
this  month,  he  became  the  latest  in  a  long 
line  of  celebrities  entering  syndication 
with  little  or  no  newspaper 
background. 

Supporters  of  this  practice 
say  people  who  become  fa¬ 
mous  outside  of  newspapers 
can  offer  perspectives  and 
expertise  not  always  pos¬ 
sessed  by  columnists  with 
journalism  backgrounds. 

“Dr.  T.  Berry  Brazelton  is 
known  worldwide  as  a  great 
pediatrician.  I  can’t  imagine  a 
layperson  bringing  the  same 
knowledge  to  a  column,”  says 
New  York  Times  Syndication 
Sales  Corp.  president  and  editor  in  chief 
Gloria  Brown  Anderson,  referring  to  a 
New  York  Times  Syndicate  (NYTS) 
columnist. 

Supporters  also  note  that  columns  writ¬ 
ten  by  notables  can  help 
increase  business  for 
syndicates  in  an  age 
when  many  readers  are 
enamored  with  celebri¬ 
ties  and  shrinking  news¬ 
paper  space  makes  fea¬ 
ture  sales  more  difficult. 

“It’s  hard  to  sell  a 
column  by  an  unknown 
writer,”  says  Anderson. 

“Celebrity  columns  are  easier  to  sell 
initially,  although,  in  the  end,  the  strength 
of  a  feature  determines  its  longevity,”  adds 
Creators  Syndicate  chairman  and  chief 


executive  officer  Rick  Newcombe. 

NYTS,  Creators,  and  the  Los  Angeles 
Tunes  Syndicate  (LATS)  prob¬ 
ably  offer  the  most  celebrity 
writers,  while  also  distributing 
many  newspaper-trained  col¬ 
umnists.  Among  the  prominent 
prosers  are  Mikhail  Gorbachev 
and  Martha  Stewart  (NYTS); 

Hillary  Rodham  Clinton  and 
Oliver  North  (Creators);  and 
Jesse  Jackson,  Henry 
Kissinger,  and  Shimon  Peres  (LATS). 

“Readers  are  attracted  to  celebrity 
bylines,”  says  Betsy  Cantler,  assistant  man¬ 
aging  editor  for  features  at  The  Post  and 
Courier,  Charleston,  S.C.,  where  the 


columnist  mix  includes  local  writers,  syndi¬ 
cated  newspaper  scribes  (such  as  Dave 
Barry  of  Tribune  Media  Services),  and 
famous  non-newspaper  people  (such  as 

radio  host  Dr.  Laura  Schlessinger  of 

Universal  Press  Syndicate). 

Cantler,  who’s  president 
of  the  American  Association 
of  Sunday  and  Feature 
Editors,  but  says  she’s  speak¬ 
ing  as  an  individual,  does 

add  that  the  average  journal¬ 

ist  would  rather  see  reporters 
work  their  way  up  through 
the  newspaper  ranks  before 
becoming  columnists. 

Many  newspaper-trained  columnists 
obviously  feel  the  same  way.  Fame  “is  no 
guarantee  of  talent  as  a  newspaper  colum¬ 
nist,”  says  The  San  Diego  Union-Tribune'^ 


Pete  Rowe,  who’s  also  vice  president  of 
the  National  Society  of  Newspaper 
Columnists.  He  adds 
that  columnists  should 
be  “hired  first  and 
foremost  for  their  writ¬ 
ing  talents.” 

Mark  Lane,  a  colum¬ 
nist  for  the  Daytona 
Beach  (Fla.)  News- 
Journal  and  Cox  News 
Service,  says,  “Most 
celebrity  columns  are  deadly  boring,  gross¬ 
ly  self-serving,  and  enjoy  short  runs 
because  their  novelty  dissolves  fast.  I  am 
surprised  editors  still  buy  them  and  syndi¬ 
cates  work  so  hard  to  chase  them  to  the 
exclusion  of  real  writers.” 

Lane  adds,  “If  someone 
is  a  celebrity  for  something 
other  than  writing,  why 
would  anyone  expect  them 
to  turn  into  a  writer  on  a 
regular  basis?  And  if  the 
column  is  ghosted,  doesn’t 
it  hurt  a  paper’s  credibility 
to  pretend  to  readers  that 
the  celebrity  is  really  pro¬ 
ducing  the  column?” 

Some  interviewees  do 
agree  that  there’s  a  poten¬ 
tial  credibility  problem, 
but  others  say  the  public  doesn’t  mind 
ghosted  columns  if  they’re  worth  reading. 

Celebrities  with  schedules  too  busy  or 
writing  skills  too  poor  to  compose  their 
own  columns  get  help  from  their  own 
staffers  or  syndicate  editors.  But  they 
usually  see  the  final  product  before  it 
goes  out.  Other  celebrities,  however,  do 
all  their  own  writing  —  and  may  be  very 
good  at  it.  In  fact,  some  columnists,  such 
as  Salman  Rushdie  of  NYTS,  were 
famous  authors  before  starting  newspa¬ 
per  features. 

Newcombe  says  features  by  the  famous 
should  be  judged  on  a  case-by-case  basis. 
Some  are  clunkers  and  don’t  last  long, 
while  others  fare  better.  And  Newcombe 
notes  that  there’s  always  room  at  newspa¬ 
pers  and  syndicates  for  “the  best  writers” 
with  journalism  backgrounds.  “The  cream 


Lifestyle  maven  Martha  Stewart,  Israeli  leader  Shimon  Peres,  and  first 
lady  Hillary  Rodham  Clinton  are  three  of  the  more  than  two  dozen 
celebrity  columnists  currently  in  syndication. 


“Most  celebrity 
columns  are 
deadly  boring.” 

Mark  Lane,  columnist, 
Daytona  Beach  (Fla.) 
News-Journal 


“Readers  are 
attracted  to 
celebrity  bylines.” 

—  Betsy  Cantler,  AME/features, 
The  Post  and  Courier, 
Charleston,  S.C. 
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rises  to  the  top,”  he  says. 

Actually,  some  newspaper-trained 
writers  who  have  risen  to  the  top  could 
also  be  considered  celebrity  columnists 
—  but  they  became  famous  as  columnists, 
not  before. 

Not  every  syndicate  signs  big  names 
from  outside  journalism.  Washington  Post 
Writers  Group  editorial  director/general 
manager  Alan  Shearer  reports  that  promi¬ 
nent  politicians  periodically  approach  the 
Writers  Group  about  doing  a  column,  but 
are  always  turned  down.  One  reason  is  the 
syndicate’s  affiliation  with  The  Washing¬ 
ton  Post. 

“The  Post  would  never  have  a  financial 
arrangement  with  someone  it  covers,” 
says  Shearer,  adding,  “We  don’t  want  to 
give  politicians  a  national  platform  to  help 
advance  their  agendas.  And  if  you’re 
going  to  publish  Politician  A  on  a  regular 
basis,  what  about  Politician  B  and 
Politician  C?  Should  a  newspaper  that 
published  Hillary  Clinton  during  the  last 
[U.S.]  presidential  campaign  have  also 
published  Elizabeth  Dole?” 

Shearer  does  say  he’s  not  against  syndi¬ 
cates  signing  people  who  became  famous 
in  other  kinds  of  journalism.  He  notes  that 
CBS-TV  anchor  Dan  Rather,  who  writes  a 
column  for  King  Features,  “is  one  of  the 
best  journalists  in  America.” 

How  do  celebrity  columnists  fare  in  the 
newspaper  marketplace?  A  recent  list  of 
the  approximately  25  syndicated  writers 
with  over  250  clients  (E&P,  May  8,  p.  44) 
featured  nobody  who  was  really  a  celebri¬ 
ty  before  starting  a  column.  At  best,  a  few 
celebrity  writers  have  between  100  to  200 
clients,  including  papers  outside  the 
United  States.  That’s  a  respectable  list 
these  days,  but  —  given  how  little  the 
average  newspaper  pays  for  syndicated 
features  —  nothing  that  will  double  a 
celebrity’s  income.  But  famous  people 
usually  do  columns  to  increase  their  visi¬ 
bility  and  spread  their  ideas,  not  just  for 
the  money. 

Dick  Morris  {E&P,  June  5,  p.  30)  joins 
a  parade  of  celebrities-tumed-columnists 
that  stretches  back  to  Eleanor  Roosevelt 
and  before. 

“Bat  Masterson,  after  his  years  as  a 
lawman  out  West,  was  a  very  successful 
and  very  accomplished  sports  columnist 
for  a  New  York  newspaper,”  the  Union- 
Tribune'^  Rowe  says,  citing  an  early 
example  of  one  of  the  few  celebrity  writ¬ 
ers  he  admires.  “He  didn’t  die  with  his 
boots  on  —  he  died,  probably,  with  a  col¬ 
umn  due!”  HI 


ExSfP  BRIEFS 


Thomson  links 
with  Golfweek 

Thomson  Target  Media  introduced  Golf 
This  Week  June  16. 

The  publication  —  developed  in  part¬ 
nership  with  Golfweek  magazine  — 
includes  news,  analysis,  profiles,  product 
reviews,  photos,  and  more. 

It’s  one  of  several  recently  launched 
golf  offerings.  Others  include  Universal 
Press  Syndicate’s  “Insider  Golf’  page. 
United  Media’s  “Master  Strokes”  panel, 
and  GolfServ  Online. 

NYTS  helping 
editors  localize 

The  New  York  Times  Syndicate  has 
launched  “The  Local  Angle,”  a  service 
that  helps  editors  localize  NYTS  columns 
and  stories. 

For  instance,  as  part  of  the  NYTS-dis- 
tributed  series  on  the  millennium,  novelist 
Umberto  Eco  recently  wrote  about  the 
10th-century  cultivation  of  beans  and 
other  legumes.  Along  with  the  story,  syn¬ 
dicate  clients  received  a  “Local  Angle” 
box  with  names,  numbers,  and  Web  sites 
of  organizations  that  track  bean  business, 
research,  and  recipes. 

IVvo  puzzling 
developments 

The  daily  version  of  “The  New  York 
Times  Crossword”  has  joined  the  Sunday 
one  in  being  available  electronically. 

The  New  York  Times  Syndicate,  which 
distributes  the  puzzle,  is  also  introducing 
“The  Kids’  Crossword”  in  electronic  and 
print  versions.  It’s  aimed  at  children  ages 
8  to  12. 

TMS  appoints 
account  exec 

Tribune  Media  Services  has  named 
Colette  Cogley  as  Northeast  account  exec¬ 
utive  for  its  News  and  Features/KRT  divi¬ 
sion.  She’ll  sell  comics,  editorial  cartoons, 
columns,  and  Knight  Ridder/Tribune 
Information  Services. 

Cogley  previously  worked  for  the  Los 
Angeles  Times  Syndicate,  Tribune  Media 


Thomson  is  tapping  into  golf. 


(in  a  prior  stint).  The  Weather  Channel, 
and  United  Press  International. 


LAT-WP  names 
managing  editor 

Denise  Bennett,  34,  has  been  named 
managing  editor/Los  Angeles  of  the  Los 
Angeles  Times-Washington  Post  News 
Service.  The  10-year  LAT-WP  veteran 
succeeds  Michael  Kaeser,  who  retired. 

Louthan  doing 
‘Cobb’  comic 


“Cobb,  a  weekly  comic  panel  with  a 
seniors  theme,  is  being  offered  by  Davy 
Associates  of  San  Clemente,  Calif. 

It’s  by  Portland,  _ _ 


Ore. -based  John 
Louthan,  who  for¬ 
merly  did  the 
“Briefcase”  comic 
for  Universal 
Press  Syndicate. 
Louthan  has  also 
worked  as  a  mag¬ 
azine  cartoonist 
and  as  a  freelance 
writer  for  come¬ 
dians. 


Davy’s  new  panel 
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Etcetera  ... 

USA  Weekend  magazine’s  Web  site 
(http://www.usaweekend.com)  will  spot¬ 
light  student-created  sites  from  the 
ThinkQuest  Internet  challenge.  USA 
Weekend  will  also  feature  winners  of  its 
fifth  annual  Student  Fiction  Contest  this 
summer  ...  Copley  News  Service  editori¬ 
al  cartoonist  Chris  Britt  is  joining  a  Copley 
newspaper:  The  State  Journal-Register  in 
Springfield,  Ill.  He  replaces  Mike 
Thompson,  who’s  now  with  the  Detroit 
Free  Press.  Britt,  40,  formerly  worked  for 
The  Seattle  Times;  The  News  Tribune  in 
Tacoma,  Wash.;  and  the  now -defunct 
Houston  Post ...  Gil  Thorp,  a  high-school 
coach  since  the  comic  he  stars  in  started  in 
1958,  ponders  whether  to  accept  a  college 
coaching  Job  in  the  current  story  line.  “Gil 
Thorp”  is  now  done  by  Jerry  Jenkins  and 
Ray  Bums  of  Tribune  Media  Services 
(TMS)  ...  A  collection  of  travel  columns 
by  Doug  Lansky  of  TMS  has  been  pub¬ 
lished  by  Meadowbrook  Press/Simon  & 
Schuster.  The  book  is  called  “Up  the 
Amazon  Without  a  Paddle:  60  Oftbeat 
Adventures  Around  the  World”  . .  .“Life  in 
the  Fat  Lane,”  by  Cherie  Bennett,  has  been 
named  an  American  Library  Association 
book  of  the  year.  Bennett  does  the  teen- 
oriented  “Hey,  Cherie”  advice  column  for 
Copley  . . .  Guy  Gilchrist  has  added  a  new 
area  to  his  Web  site  (http://www.gilchrist 
studios.com)  where  visitors  can  learn  to 
draw.  Gilchrist  does  the  self-syndicated 
“Night  Lights  &  Pillow  Fights”  and 
United  Media’s  “Nancy”  ...  The  100th 
issue  of  Caniffites  Journal  has  been  pub¬ 
lished.  The  14-year-old  magazine  is  devot¬ 
ed  to  the  career  of  “Terry  and  the 
Pirates”/“Steve  Canyon”  creator  Milton 
Caniff  (1907-1988).  It’s  printed  by  SPEC 
Productions,  P.O.  Box  32,  Manitou 
Springs,  CO  80829  ...  Motor  News 
Media  (MNM)  is  offering  a  three-part 
series  in  which  auto  writers  Tara  Mello  and 
Sue  Mead  retrace  the  journey  of  Alice 
Ramsey,  the  first  woman  to  drive  across 
America  nearly  90  years  ago  ...  Also, 
MNM  has  named  Linda  Hadrava  copy  edi¬ 
tor.  She  was  previously  a  newspaper 
reporter  and  editor,  and  a  high  school 
teacher  ...  Self-syndicated  “Capital 
Connections”  columnist  Karen  Feld 
(http://www.feldcapconn.com)  recently 
won  10  awards  from  the  Washington, 
D.C.,  chapter  of  the  National  Federation  of 
Press  Women  . . .  Self-syndicated  cartoon¬ 
ist  Richard  Sirgiovanni  of  Belle  Harbor, 
N.Y.,  has  created  a  comic  strip  called 


“Urban  Philosophy.”  It  features  a  character 
named  Faboo  who  dispenses  positive  mes¬ 
sages  ...  Oliver  Gaspirtz’s  self-syndicated 
cartoons  are  now  available  on  the  Internet 
(http://members.aol.com/gspz)  ...  “The 
Empire  Page”  site  (http://www.empire 
page.com)  includes  newspaper  columns 
and  other  material  updated  daily  ...  Kid 
Scoop,  offering  Newspaper  in  Education 
material  and  training  to  over  80  papers,  dis¬ 
tributed  a  series  of  14  quarter-page  features 


to  mark  the  150th  anniversary  of  the 
California  Gold  Rush.  They  were  written 
by  children’s  librarian  Jim  Silverman  ... 
July  9  is  the  deadline  for  the  American 
Association  of  Sunday  and  Feature 
Editors’  annual  contest.  Categories 
include  commentary,  arts/entertainment 
criticism,  general  feature,  short  feature, 
and  headline  writing.  For  more  informa¬ 
tion,  e-mail  contest  chairperson  Sharon 
Wilmore  at  wilmore@freepress.com. 
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Shaftless  retrofit  market  heating  up 


As  newspaper  presses  age, 
numerous  vendors  offer 
conversions  to  shaftless  or 
shaftlesslike  technologies 

by  Mark  Fitzgerald 

It’s  not  just  baby  boomers  who  are 
aging.  An  entire  generation  of  offset 
newspaper  presses  is  also  turning  gray 
and  facing  an  uneasy  middle  age  in  a  time 
of  rapid  technological  change. 

“You’ve  got  the  presses  made  between 
the  end  of  the  1960s.  beginning  of  the 
1970s,  and  the  mid-80s,  mostly  Goss 
Metros,  that  have  been  working  continuous¬ 
ly,”  says  Gary  D.  Thompson,  vice  president 
of  Standard  Electric  &  Engineering  Co. 

“They  have  electrical  packages  that  are 
archaic.  You  open  them  up,  and  you  see 


diodes  and  resistors.  No  modularity  — 
there  is  no  such  thing  as  a  processor  in 
these  presses.” 

“Mechanically,  they  still  have  plenty  of 
life  left  in  them,”  adds  Jim  Hulman,  senior 
account  executive  with  Rexroth  Indramat. 
“The  web  technology  is  still  relevant. 
What  they  are  is  a  great  piece  of  steel  — 
but  they  are  not  flexible  enough.” 

Just  as  the  aging  of  the  baby  boomers  is 
creating  markets  for  products  such  as 
Propecia  or  Viagra,  the  graying  of  yester¬ 
day’s  state-of-the-art  presses  is  spawning 
a  big  demand  for  retrofits. 

“The  fleet  of  U.S.  presses  out  there  at 
work  day-in-day-out  have  accumulated 
some  years,”  says  John  Jellovitz,  vice 
president  and  general  manager  for  print¬ 
ing  system  business  for  ABB  Automation 
Inc.  “Existing  presses  are  crying  for 
attention,  and  the  market  for  re-empow¬ 
ering  them  continues  to  be  very  strong.” 


And  no  segment  of  that  business  is  hot¬ 
ter  right  now  than  retrofits  that  convert  old 
presses  to  shaftless  technology  or,  in  the 
case  of  ABB’s  Just-introduced  .solution, 
shaftlesslike  benefits. 

All  the  presses  facing  retrofit  are  run 
by  a  motor  that  drives  a  mechanical  line 
shaft  that  —  using  a  system  of  gears, 
timing  belts,  and  other  mechanical 
means  —  turns  all  the  parts  needed  for 
offset  lithographic  printing. 

The  shaftless  presses  that  came  into 
fashion  about  five  years  ago  eliminate 
the  drive  shaft  and  instead  use  individual 
servo  drives  on  each  printing  couple, 
folder,  and  other  parts. 

The  operation  of  these  servo  drives  is 
synchronized  with  a  new  generation  of 
sophisticated  electronic  and  computer 
controls. 

Freed  from  the  connecting  shaft,  press 
units  can  be  configured  in  numerous  ways 


Ready  for  automated  newspaper  production? 
We  can  help. We've  been  training  in  Europe. 
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in  newspaper  production  planning  and 
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plan  and  control  every  step  from  prepress 
to  postpress.  They’ve  lowered  their  cost- 
per-page  while  improving  product  quality 
and  customer  satisfaction. 
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regim^l  North  ivorea^^ 
boaMRountries.  Beiiiiis 


^raprcacted  angrily  to  reports 
^M^T^ntagon  waSj^H^dering 
cess  to  up^^^^Emot  missilea^a^  wqu1(^E| 
deployed  undenne  TMD.  The  i^^ng  goVeirmen?^ 
Regards  Taiwan  as  a  renegade  province  ^d  has  thre^^ 
ened  to  recover  it  by  force.  A  Penta^h  repori^^g 
month  said  “China  is  engaged ^^%itense 
'f  ballistic  and  missile  forces  UQr 


renegade  \re-nl-gacl\  m  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 


printing  sites:  The  Edmonton  Journal,  The 
Gazette  in  Montreal  and  The  Hamilton 
Spectator,  where  the  chain  publishes  The 
National  Post. 

While  retrofitting  to  shaftless  is  still  at 
the  pioneering  stage  in  North  America,  it 
is  already  popular  in  Europe,  says  Koenig 
&  Bauer  AG  president  Reinhart  Sewert. 

Big  players  are  increasingly  involved. 
Honeywell-Measurex  Corp.,  one  of  the 
Honeywell  companies  in  the  $25-billion 


ventional  shaft-driven  mono  unit  is  excel¬ 
lent,  says  the  paper’s  press  foreman,  A1 
Myers.  “We  have  not  ever  lost  a  web 
between  the  two  presses,”  he  says. 

Rexroth  Indramat  was  also  the  contrac¬ 
tor  in  the  first  Canadian  shaftless  retrofit,  a 
far  more  complex  maneuver  in  which  the 
firm  took  a  three-unit  press  at  the  Calgary 
Herald,  retrofitted  the  units  to  shaftless 
and  then  connected  a  unit  each  to  the  exist¬ 
ing  lines  at  three  separate  Hollinger  Inc. 


to  produce  more  color  without  adding 
pages  and  individual  units  can  be  shut 
down  to  make  plate  changes  while  the 
press  continues  to  run. 

Rexroth  Indramat  recently  completed 
the  first  shaftless  press  unit  retrofit  in  the 
United  States  at  The  State  Journal- 
Register,  a  Copley  Press  Inc.  property  in 
Springfield,  Ill. 

The  synchronization  between  the  retro¬ 
fitted  three-color  press  unit  and  the  con¬ 


I  could  name  you  some 
papers  ...  that  have 
Metros  with  25  years 
and  more  on  them, 


We  strap  17  of  the 
top  20  newspapers 
across  America... 


and  they  are  struggling 
to  keep  going.” 

; —  Gary  D.  Thompson,  v.p., 
Standard  Electric  and  Engineering  Co. 


merger  with  AlliedSignal,  offers  open- 
platform  shaftless  press  controls  in  its 
Printa  system. 

One  big  shaftless  controls  vendor,  ABB 
Automation,  introduced  at  Nexpo  recently 
a  retrofit  for  double-wide  presses  that 
offers  some  of  the  benefits  of  a  shaftless 
conversion,  but  using  conventional  AC  or 
DC  motors  rather  than  servo  drives. 

ABB’s  AC  Print  Drive  2000  Distributed 
“Shaftless”  Drive  System  de-couples  a 
unit  from  the  mechanical  drive  shaft  and 
uses  two  conventional  5-horsepower 
motors  synchronized  with  ABB’s  ACS600 
drive  controls. 

The  system  is  essentially  a  low-cost 
alternative  to  shaftless  conversion,  ABB 
says,  with  the  same  benefits  of  quicker 
make-ready  and  reduced  start-up  news¬ 
print  waste. 

“The  critical  part  of  this  technology  is 
that  it  does  not  use  servos,”  Jellovitz  says. 
“It  uses  the  same  drives  and  motors  of  a 
conventional  press.” 

The  big-name  vendors  hope  to  be  fol¬ 
lowed  into  the  market  by  big-name  news¬ 
papers. 

“I  could  name  you  some  papers  I’d 
probably  prefer  not  to  see  in  print  that  have 
Metros  with  25  years  and  more  on  them, 
and  they  are  struggling  to  keep  going,” 
says  Standard  Electric’s  Thompson.  “The 
retrofit  business  is  going  to  go  up  like  a 
balloon.”  ■§ 
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Unleash  the  power  of 
print  and  online  technology 


and  learn  to  navigate  the 
marketing  challenges  ahead! 

Find  out  how  to  effectively  package  your  print  and  online  products  and  get  practical 
marketing  strategies  to  chart  your  way  to  success  in  the  21st  century 


Join  us  for  these  great  NAA  events  at  the  Hilton  Chicago  &  Towers! 

July  15-18  July  18-21  July  17-18 


CONNECTIONff'99 

Print  &  Online: 

The  Power  of  the  Package 


The  1999  NAA  Marketing 
Conference 

Navigating  the  21st  Century: 
Fresh  Ideas 


Smaller-Market  Symposium 

Take  home  hundreds  of 
solutions  to  smaller-market 
challenges  for  less  than  $100! 


Register  today! 

Go  to  www.naa.org/conferences,  or  call  (703)  902-1777. 


Howard  Flood,  New  York  -  Tel:  (212)  675-4380  ext.160  •  Fax:  (212)  691-6939 
Greg  Lawner,  New  York  -  Tel:  (212)  675-4380  ext.158  •  Fax:  (212)  691-6939 
Betsy  Maloney,  Washington  -  Tel:  (301)  656-5712  •  Fax:  (301)  656-5713 
Ramona  Cox,  Denver  -  Tel:  (303)  333-9840  •  Fax:  (303)  333-2924 
Jill  Martin,  Monterey  -  Tel:  (831)  625-6902  •  Fax:  (831)  625-6911 
Rick  Ferriera,  New  England  -  Tel:  (508)  821-4670  •  Fax:  (508)  822-5039 
Classified  Department  -  Tel:  (212)  675-4380  •  Fax:  (212)  929-1259 


Editon 

PUBLI? 


s  NAA  Marlcetiiig 
Conference  Package 


July  17  and  24,  1999 


Conference  Issue 


Space  •  July  7 
Material  •  July  9 


Conference  NewsVWkaD-ui 


Space  •  July  14 
Material  •  July  16 
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CLASSIFIED  ADVERTISING  E«S?P 


11  W  19th  Street.  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  li$ad@mediainfo.com  •  micheteadmediainfo.com 


FEATURES 

AVAILABLE 

ASTROLOGY 

Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://www.time-data.com 
Time  Data  Syndicate  (800)  322-5101 

AUTOMOTIVE 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(212)  254-0890,  Fax  (212)  254- 
7646.  Chicago:  Melanie  Glover  (312) 
649-5464,  Fox:  (31 2)  397-5500. 


CARTOONS 


“JUNKYARD"  a  talking  Cars  Cartoan 
Series  for  hot  Auto  Sections.  Sample 
and  info  (630)  718-1597. 

E-mail  autotalk@aol.com 


COLUMNS  AVAILABLE 

SOCIAL  SECURITY,  MEDICARE  issues 
covered  in  a  timely,  tested,  readable 
column  that  invites  reader  questians 
and  comments.  E-nKiil: 

dcbeeder@aol.com  for  samples 

ENTERTAINMENT 

“Hollywood  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

INTERNET  &  TECHNOLOGY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 


MASTERCARD/VISA/AMERICAN  EXPRESS 
CHECKS  FOR  CLASSIFIED  ADS 


_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
^33,  Middletown,  NY  1 0941  ; 

(91 4)  692-4572  Fax  (91 4)  692-831 1 


NEWSMAKERS  PHOTO  SERVICE 

Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 

PUZZLES 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


AND  THE  WINNER  IS: 


Night  Lights  &  Piilow  Fights 

The  best  feature  your  paper  isn't 
running  just  won  Us  second 
consecutive  Reuben  Award. 
nhstntor  Guy  Oldvist  packagB  inteiaclive 
learnn^  famky  oonacs  and  illustrated  vcfse 
into  a  mhesive  unit  kids  kwe! 

Now  Appearing  ki  over  20  paper* 
Includbig  Hartfora  Courant  and  Boeton 
Herald:  and  70  on-dn*  papara. 

ALSOMM>BI£AS  NTBMETOONTBIT 


CaK  888-822-8390  for  Infonnation  or  to  buy 


ANNOUNCEMENTS 


HOT  WEB  SITE  FOR  YOUNG  PEOPLE 
www.deargrandpa.com 
Pull  it  up.  Check  it  out! 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


KAMEN  &  CO.  GROUP  SERVICES 
Appraisers/ AAanagentent  Consultants 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (51 6)  379-381 2 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.cam 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


750Sold-Est.  1959 
WB.  GRIMES  &  COMPANY 
2421 2  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M&A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)563-2835 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
tor  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3 1 29,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


NEWSPAPER  BROKERS 


Confidential  Appraisals  Bolitho-Cribb  We  have  sold 
for  Estate,  bSOP,  -  thousands  of 

Partners,  Bank,  Tax,  or /vaSOClates  publishing  companies 

Stock,  Assets  Since  1923 


NEWSPAPER  BROKERS 


BOUTHO  MEDIA  SERVICE 
Brokers,  appraisers,  consultants 
P.O.  Box  1 985,  Ada,  OK  7482 1 
TOM  BOUTHO 
(580)421-9600 
Web  site:  www.bolitho.com 
E-mail:  bolitho@bolitho.com 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  2 14-7 
Boca  Raton,  FL  33432 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)626-6440 
Fox  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


INVESTORS  WANTED 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #1 1,Mcxitclair,  CA91763 
(909)626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


PHIIUPS  PROPERTIES,  INC. 
Consultants-Investments 
Management- Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fox  (850)  537-4050 


NEWSPAPERS  FOR  SALE 


FARM  HOBBY  TITLES  (Wl)  -  Unique, 
small,  national  monthly  newspaper 
group  in  dairy  goat  and  sheep 
markets.  Easily  relocated.  A  perfect  fit 
with  a  weekly  operatian  or  for  an 
owner-operator.  Mike  Kreiter,  W.B. 
Grimes,  (913)  897-4790. 


INVESTORS  WANTED 


“Daily  Newspaper” 

Innovative  Northeast  daily-5,500  targeted  circulation 
requires  immediate  investment  to  expand/meet  mar¬ 
ket  need  —  could  lead  to  purchase.  Minimum  invest¬ 
ment  $300m.  Great  opportunity  for  truly  national  pub¬ 
lication.  Reply  to  Box  08875,  Editor  &  Publisher. 


www.mediainfo.com 
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CA  ASSIFIFD 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  lisad@mediainfo.com  •  michelea@mediainfo.com 


ANNOUNCEMENTS 

NEWSPAPERS  FOR  SALE 

ARIZONA  -  Profitable  paid  community 
weekly  in  popular  Old  West  town. 
Ideal  semi-retirement  situation  for 
husband-wife  team  in  comfortable 
year-round  climate.  Priced  to  sell 
below  gross  with  some  owner  financ¬ 
ing  possible.  Steady  tourism,  nearby 
metro  markets.  A  can't  miss  opportu¬ 
nity.  Steve  Klinger,  W.B.  Grimes,  (505) 
524-0122. 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newsp^iers 

Check  our  References 
(214)  265-9300  jgj  Rickenbacher 
Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TO  75225 
www.rickenbachermedia.com 


NEWSPAPERS  FOR  SALE 

NEWSPAPERS  FOR  SALE 

LITTLE  GOLD  MINE  -  South  Texas 
county  seat  weekly,  grossed  $350,000 
in  1998,  netted  $175,000.  Warm 
climate,  near  South  Podre  in  Rio 
Grande  Valley.  A4odern  building.  Send  to 
Box  08880,  Editor  &  Publisher. 

MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 

(512)476-3950 

NEW  ENGLAND:  Healthcare  monthly 
$295,000;  HAWAII:  Community 
monthly  $160,000;  FLORIDA:  Keys 
lifestyle  magazine  $135,000,  Atlantic 
community  monthly  $100,000.  Mayo 
Communications  (813)  971  -2061 . 

NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operotor  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussians  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 

Executive  Vice-President 

1 006  W.  Harmony 

Neosho,  MO  64850 

Phone:  (417)451-1520 

SMALL  ESTABLISHED  weekly  Adiron¬ 
dack  newspaper.  Paid  weekly  circula¬ 
tion  including  subscription  and 
newsstand.  Includes  two  seasonal  free 
guide  publications,  small  print  and 
design  shop.  Excellent  semi-retirement 
or  lifestyle  chonge  opportunity  for  cou¬ 
ple  or  solo.  High  grovirth  rural  setting, 
heart  of  ski  country.  Serious,  qualifiM 
inquiries  coll  (518)  251  -4348. 

FOR  A  USTING  OF  W.B.  GRIAAES 
Publications  For  Sale  Ga  Ta . . . 

WWW. mediamergers.com 

SEEK  ESTABLISHED  WEEKLY  pub¬ 
lication  property.  Experienced,  with  sub¬ 
stantial  downpayment.  Revenues 
$400-$600K.  Prefer  Wisconsin,  Min¬ 
nesota  or  Colorodo.  Box  08865,  Editor 
&  Publisher. 

NEWSPAPERS  WANTED 


WE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Media 

RANGING  FROM  $  1 OOK  to  $  1  (»M 
Knowles  Medio  Brokerage  Services 
Gregg  K.  Knowles,  President 
(909)  626-6440  Fox  (909)  624-8852 

PUBUCATIONS  FOR  SALE 


PROFITABLE  BUSINESS  MAGAZINE 
Serving  giowing,  desirable  N.  Califor¬ 
nia  market.  '99  cash  flow  proiected 
$2(X)K.  Individual  or  corporate  buyer 
makes  sense.  Price:  $1.4  million. 
ALSO,  N.  California  suburban  news¬ 
paper  group.  '98  sales  $8(X)K+, 
tremendous  growth  potential.  Price: 
$500K.  M.  Hodell,  broker.  CONTACT 
GREGG  K.  KNOWLES,  Exclusive  Agent 
(909)  626-6440,  fox  (909)  624-8852 


PUBLICATIONS  WANTED 


ARE  YOU  SELLING  or  thinking  about 
it?  Larry  Ross  Advertising,  Inc.  is  look¬ 
ing  to  purchase  publicatians  and  direct 
mailing  programs.  Open  to  all  types 
and  frequencies.  Please  contact  Lorry 
Ross  at  (732)  679-6488,  or  mail  samples 
to  Larry  Ross  Advertising,  Inc.,  2500 
Route  9  South,  Old  Bridge,  NJ  08857. 


EQUIPMENT  & 
SUPPLIES 


CAAAERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  CoHbom  -  CK  Optical 
(310)  372-0372 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher Arimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


BUY -SELL -TRADE 
Contact  Dick  Swoney 
Pioneer  Equipment 
Phone  (21 7)  431 -0275 
Fax  (21 7)  431 -0273 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-521 8  Fox  (407)  273-901 1 


PRESSES 


Inland  Newspaper  Machinery 
Corporation 


For  a  complete  list  of  presses: 

WWW. inlandnews.com 


_ MAILROOM _ 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-58 1 7  Fax  (770)  590-7267 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fax  (81 6)  887-2762 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

•Spare  Parts  ‘Training  •Installation 
•Mailroom  Systems 
•Buy/Sell  Used  Mailroom  Equipment 
Terry  Ccxinors,  Director  of  Sales 
Phone:  (508)850-7945 
Fox:  (508)850-7951 
www.newslec.com 


_ PRESSES _ 

GLOBAL  SINGLEWIDTH  SALES  LLC 
Partnered  with  Goss  Graphic  Systems 
Sell/Rebuild  Used  Equipment 
1 275  W.  Roosevelt  Rd.,  Suite  1 03, 
West  Chicago,  IL  Ml  85 
(630)  876-9977,  fox  (630)  876-9972 


BEST  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
WWW.  webpresses  com 


_ PRESSES _ 

DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  LL.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOINA  D30  C96 

Tel:  (913)648-2000 
Fox:  (913)648-7750 

FERAG  EQUIPMENT 


FERAG  MULTI  CEU 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Hmm:  (516)  843-3003 
huu  (516)  843-2280 

MELVILLE,  NY 


_ PRESSES _ 

COMMERCIAL  PRESSES  &  AUIOLLIARIES 
Brush  Dampener  Conversions 
(815)648-4611 

_ Fox  (81 5)  648-2856 _ 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses  AL  TABER 
(770)552-1528 
Fax  (770)  552-2669 


USED  NEWSPAPER  PRESSES. 

Coll  Henry  Cobb  @  ONE 
(404)  842-01 1 1 

WANTED  TO  BUY 

BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
will  boy  them.  John  (305)  225-3742. 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher  Arimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  IrK. 

(256)  997-9355  Fox  (256)  997-9656 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 
(770)428-5817 
Fox  (770)  590-7267 


INDUSTRY 

CIRCULATION  SERVICES 

CIRCULATION  SERVICES 

CIRCULATION  SERVICES 

SERVICES 

CIRCULATION  SERVICES 

III  1 !  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  III!! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 

l!ll!l!!l!l!!l!!!  1  ANSWER  !!!!!lllll!!lll!l 
METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKING 

Horace  Southward 
(877)550-1515 

E-mail:  mnsl@metro-news.com 
www.metro-news.com 

BLENKARN  TELEAAARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff 
(800)218-6731 

METRO  MARKETING 

The  Complete  Teleservices  Company 
•Cold  Call  Selling 
•Upgrade  Selling 
•Relention/Renewal  Programs 

Call  Dan  Bono  (800)  696-7788 

JOHN  A.  BURKE 

KAMEN  &  CO.  GROUP  SERVICES 

TELE  DIREa  MARKETING,  INC. 

NY  •  NJ  •  PA 

Evaluations  •  Expansion  •  Training 

(912)  226-6100 

(800)247-2338 

Boy  Crew  Sales 

Bulk,  Home  Delivery,  Single  Copy. 

Fax  (91 2)  226-5414 

www.circulation.net 

Phone/Fax:  (516)  588-2735 

(516)  379-2797/(727)  786-5930 

“newspaper  telemarketing  experts” 
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INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

HEADUNE  PROMOTIONS,  INC. 

TELEAMRKETING  SERVICES 

!  NEW  START  GENERATION 

STOP  SAVER  PROGRAMS 
VERIFICATION  CAIilNG 

I 

Our  programs  ore  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FUU  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


HELP  WANTED 

ACCOUNTING 

REGIONAL  CONTROLLER 

Opportunity  knocksi!  Looking  for  a 
dynamic,  highly  experienced  Regional 
Controller  to  lead  the  way  in  bringing 
together  a  SBU  that  includes  the  Quad- 
City  Times  (50,000  daily  circulation) 
The  Muscatine  Journal  and  the 
Kewanee  Star  Courier  (both  6  day 
under  1 0,000  circulation),  all  divisions 
of  Lee  Enterprises.  This  position  is 
based  out  of  the  Quad-City  Times  in 
Davenport,  lA  located  on  the  mighty 
Mississippi  River.  We  are  looking  for  a 
team  player  that  can  be  a  financial 
consultant  to  a  dynamic,  highly  experi¬ 
enced  management  team.  Must  have 
highly  developed  analytical  skills  with 
experience  in  acquisitions,  mergers 
,  and  consolidations.  Must  have  several 
I  years  experience  in  market  and  rate 
I  card  analysis.  Looking  for  an  experi- 
I  enced  newspaper  financial  leader  who 
understands  the  value  of  customers. 
Con  you  make  it  happen? 

If  interested  please  apply  to: 

Human  Resources 
Quod-City  Times 

Attn:  Regional  Controller 
500  E.  Third  Street 
Davenport,  lA  52801 
or 

jdekeyser@qctimes.com 


To  see  all  the  positions  we  currently 
hove  open  please  visit  our  v/ebsite  at 
wivw.QCTIMES.com 


fax  your  ad  to 

212  *929  *1259 


CIRCULATION  SERVICES 


SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  lor 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Coll  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 

http:/ /www.fakebrains.com 

CIRCULATION  SERVICES 


PRESSROOM  SERVICES 


i  DO  YOU  NEED  HELP  ON  YOUR 
I  ELEaRICAL  DRIVE  SYSTEM? 

j  MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)842-1357 
P.O.Box  1952 

I  Albuquerque,  NM  87 1 03 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

Professional  Telemarketing  &  Database  Services 

PAID  IN  ADVANCE  TELEMARKETING 

Credit  Cards  or  FoneChex™-  Thousands  Processed  Weekly 
25%  Minimum  PIA  Guaranteed 
PrtMrams  Powered  By  INSOURCE’"  -  Data  From  experian’" 

The  leading  source  of  consumer  marketing  info  available 
Great  Rates,  the  most  accurate  data  and  the  highest  quality  representation  available 

1  -888-343-0470  Offices  Nationwide 


_ ACCOUNTING _ 

ACCOUNTING  MANAGER 
An  accounting  degree  and  a  minimum 
of  five  years  of  experience  are 
required  for  this  key  role  at  a  prog¬ 
ressive  newspaper  company.  Your 
skills  should  translate  smoothly  onto 
spreadsheets  and  computerized 
accounting  systems.  You'll  supervise 
five  people.  Billing,  a/r  and  a/p,  gen¬ 
eral  ledger  reconciliation,  operating 
statements,  are  part  of  the  position. 
We  are  in  a  growing  area  in  the 
Washington,  DC  metro  area.  Reply 
promptly  with  resume,  references  and 
salary  requirements  to  Tom  Lee,  pub¬ 
lisher,  The  Journal,  P.O.  Box  807, 
Martinsburg,  WV  25402  or 

jtomlee@access.mountain.net 

ADMINISTRATIVE 

GENERAL  MANAGER  SOUGHT  by 
county  seat  weekly.  Good  paper-good 
location.  Working  leader  needed  to 
direct  solid  team.  Advertising  back¬ 
ground  preferred.  Send  resume  to  GM 
Search,  Putnam  County  Sentinel,  P.O. 
Box  1 49,  Ottawa,  OH  45875. 

DIREaOR  OF  NEWSROOM 
OPERATIONS 

The  News  &  Observer,  a  165,000- 
circulation  daily  (209,000  Sunday)  in 
the  fast-growing  Triangle  region  of 
North  Carolina,  is  seeking  a  Director 
of  Newsroom  Operations.  We're  look¬ 
ing  for  someone  who  is  energetic, 
organized,  has  strong  people  skills  and 
experience  with  financial  budgets.  The 
Director  is  responsible  for  handling  the 
operational  needs  of  the  newsroom's 
staff  of  250,  tracking  expenses  and 
budgetary  trends,  supervising  a  sup¬ 
port  staff  of  six  and  coordinating  the 
training  and  development  program  for 
the  news  staff.  The  Director  of 
Newsroom  Operations  reports  to  the 
Executive  Editor.  Send  resumes  to: 

Director  of  Newsroom  Operations 
The  News  &  Observer 
2 1 5  S.  McDowell  Street 
Raleigh,  NC  27601 


_ ADMINISTRATIVE _ 

Executive  Search  - 

•  PUBLISHERS  -  East,  Southwest 

•  GENERAL  MANAGER  -  East 

•  DISPLAY  SALES  MANAGER  -  East 
•CLASSIFIED  CALL  CENTER 

MANAGER  -  Midwest 

•  PR  SUPERVISOR  -  Midwest 

We  are  an  Executive  Search  firm,  all 
fees  paid  by  client  newspapers.  Submit 
your  resum6  in  total  confidence,  your 
resume  is  never  forwarded  without 
your  approval. 

Send  resume  to 
Box  08872,  Editor  &  Publisher 

GENERAL  MANAGER 
The  Calaveras  First  Company,  pub¬ 
lisher  of  the  semi-weekly  Calaveras 
Enterprise  and  two  Zoned  weekly  shop¬ 
pers  in  California's  picturesque  Sierra 
foothills,  is  seeking  a  seasoned, 
aggressive  leader  to  take  its  newspa¬ 
pers  to  the  next  level.  Candidate  must 
have  overall  newspaper  management 
and  revenue  development  experience 
as  well  as  expertise  in  financial  man¬ 
agement.  Send  resume  and  salary  his¬ 
tory  to  Ralph  Alldredge,  Calaveras 
Enterprise,  P.O.  Box  1 1 97,  San 
Andreas,  CA  95247. 


Large,  weekly  newspaper  is  seeking  an 
experienced  manager  of  newspaper 
publishing  and  operating  systems. 
Candidate  should  have  experience  in 
organizing  and  implementing  a  com¬ 
puterized  publishing  system  including 
E-Commerce.  Particular  capability  is 
desired  to  develop  and  facilitate 
interface  activities  with  accounting  and 
sales  departments.  Salary  is  based  on 
experience.  Benefits  include  med'cal, 
dental  coverage  and  vacation.  Please 
submit  your  resume  by  mail  or  fax: 

Fox  (323)  292-8289 
Wove  Community  Newspapers 
2621  W.  54th  Street 
Los  Angeles,  CA  90043 
Attn:  Dario  Florez 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductvwjrk? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


NEWSPAPER  SALES  MAGIC.  Subscrip¬ 
tion  sales  training  tapes.  4  upbeat 
tapes  show  how  to  close/objections. 
American  Reading  Association 
(888)  747-2929  sales@nKigicm.com 

Some  like  to  understond  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understond 

Stanislaus  Lee 


ADMINISTRATIVE 


'  The  Des  Moines  Register,  a  Gannett 
I  company,  is  seeking  a  publisher  to 
lead  our  two  award-winning  weekly 
newspapers.  The  Record-Herald  and 
I  Indianola  Tribune  (1997  Iowa  News¬ 
paper  of  the  Year)  and  the  Altoona 
Herald-Mitchellville  Index.  Successful 
candidates  will  have  a  proven  back¬ 
ground  in  sales,  organizational  man¬ 
agement  and  new  business  devel¬ 
opment  that  emphasizes  circulation 
and  advertising  growth.  Must  hove  a 
strong  business  and  financial  back- 
'  ground  and  strong  customer  service 
skills.  Commercial  printing  experience 
beneficial.  We  offer  a  competitive 
benefits  package  which  includes 
medical,  dental,  vision,  life  insurance, 
retirement,  401  (k)  and  more.  Send 
resume  and  salary  history  to: 

The  15es  Moines  Register 
Human  Resources 
71 5  Locust 

Des  Moines,  lA  50309 
or  Fax  (51 5)  286-2526 

The  Des  Moines  Register  is  committed 
to  diversity  and  proud  to  be  an  Equal 
Opportunity  Employer.  Employment 
may  be  contingent  on  a  pre¬ 
employment,  post-offer  physical  and 
drug  screen. 

UNIQUE  OPPORTUNITY 
GENERAL  MANAGER 
NEW  SHOPPER  START-UP 
Investors  recognize  the  opportunity; 
you  get  to  make  it  work.  We're  looking 
for  just  the  right  person  vrho's  had 
sales  and  management  experience  in 
competitive  shopper  situations,  and  is 
now  ready  to  step  into  a  once-in-a- 
lifetime  chance  to  get  the  payoff  for  all 
your  hard  work.  Must  be  a  self  starter, 
want  and  need  minimal  supervision, 
and  willing  to  relocate  to  northern 
Indiana,  ^nd  resume  and  salary 
requirements  to  Box  08878,  Editor  & 

I  Publisher. 
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HELP  WANTED 


ADMINISTRATIVE 

PUBLISHER  -  The  Outer  Banks  Sentinel, 
Nags  Head,  NC  has  an  opening  for  a 
hands-on  soles/ marketing  oriented 
publisher.  Proven  skills  in  day-to-day 
operations  management  and  soles 
development.  The  Outer  Banks  is  a 
dynamic  and  fast  growing  community 
teaming  with  opportunity.  Send  resume 
to  Tony  McGowan,  c/o  The  Outer 
Banks  Sentinel,  P.O.  Box  546,  Nags 
Head,  NC  27959. 


PUBUSHER 

Established  regional  business  journal  in 
the  nation's  hottest  growth  corridor 
needs  a  person  who  knows  the  pub¬ 
lishing  ropes  to  expand  on  its  success. 
Strong  management  experience, 
vision,  excellent  business  sense  and 
ability  to  develop  sales  team  is  vital  to 
position.  Social  personality  will  provide 
high  profile  community  link.  Opportu¬ 
nity  abounds.  Send  resume  to  Pub¬ 
lisher,  427  Henderson  Road, 
Greenville,  SC  29607. 

ADVERTISING 

ACCOUNT  MANAGERS  throughout 
United  States.  Point  &  Shop,  Online 
malls,  E-Commerce  company,  in  con¬ 
junction  with  newspapers  across  the 
country,  need  Account  Managers.  We 
are  a  growing  company  building  e- 
commerce  sites  -  www.tradeline.net  - 
for  retailers.  This  position  will  achieve 
goals  by  conducting  seminars,  making 
sales  calls  and  training  newspaper 
representatives  to  sell  sites.  Approxi¬ 
mately  3  years  of  advertising  sales 
experience.  Strong  familiarity  with  the 
Internet.  Must  be  goal  oriented,  self 
motivated  and  disciplined.  Home 
based  office.  Base  salary  between 
$40-55,000  plus  bonus.  401  (k),  bene¬ 
fits.  Openings  in  Washington  State, 
San  Francisco,  CA,  Northern  NJ,  East¬ 
ern  PA.  Fax  to  Alison  (212)  997-6840 
orAclahlman@tradeline.net  No  calls. 


ADVERTISING  DIREaOR  wanted  to 
oversee  all  planning,  sales,  admin¬ 
istrative  and  support  activities  for  ad 
department  of  family-owned  daily 
(40,000  circulation)  ana  weekly  (65,000) 
newspapers  operating  in  suburbs  south  of 
Pittsburgh,  PA.  Reports  to  Office  of  the 
Publisher.  Ideal  applicant  should  (}e 
sales-oriented  leader  with  proven  com¬ 
prehensive  benefit  package.  Send 
resume,  references,  cover  letter  and 
salary  requirements  to  attention  of 
Human  Resources,  Observer  Publishing 
Company,  122  South  Main  Street, 
Washington,  PA  1 5301 . 


ADVERTISING  SALES  MANAGER 
Needed  for  a  BTB  trade  publication. 
Located  in  Central  NJ,  this  is  a  causal, 
smoking  office,  offering  good  salary 
against  high  commission.  Medical  and 
401  (k)  are  just  some  of  the  benefits. 

Call  Ann  O'Neal  at  (800)  732-5856 


CLASSIFIED  MANAGER 
Experienced  classified  manager  sought 
for  19,000  daily  in  high  grovdh 
market.  Salary,  MBO,  plus  full  benefit 
package  included.  Submit  resume, 
including  salary  history  to  Donna 
McNichol,  The  Island  Packet,  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 


I _ ADVERTISING _ 

ADVERTISING  SALES 
Join  one  of  the  industry's  most  prog¬ 
ressive  companies  and  live  in  sunny 
Phoenix,  Arizona.  Our  cross-functional 
sales  teams  use  the  latest  technology 
and  marketing  available.  Super  pay 
plan  and  excellent  benefits!  Two  to  four 
years  advertising  sales  experience  pre¬ 
ferred.  Must  have  excellent  communi¬ 
cation  skills,  spelling,  grammar,  math, 
and  punctuation  skills.  Typing  and  spell¬ 
ing  test  will  be  given  prior  to  interview. 
Ability  to  give  individual  and  group 
presentations  a  must.  PC  experience  is 
I  necessary.  We  currently  have  openings 
in  the  following  positions: 

•  National  Rep/Trovel 

•  Key  Accounts 

•  Key  Accounts  Automotive 

If  you're  a  team  player  with  high  stan¬ 
dards,  the  desire  to  learn  and  you  ore 
!  willing  to  take  your  skills  to  the  next 
level,  please  send  your  resume  to  The 
Arizona  Republic,  c/o  Jennifer 
Williams,  200  E.  Van  Buren  Street, 

I  Phoenix,  AZ  85004. 

ADVERTISING  SALES  MANAGER 
Independent  award-winning  com¬ 
munity  weeklies  in  upscale  Long  Island 
suburbs  seeks  enthusiastic  leader  to 
energize  our  sales  team.  Hire,  train, 
motivate  and  SELL.  We  are  the  class  of 
a  crowded  field.  You  must  have  proven 
ability  to  make  us  stand  out  from  the 
crowd!  Top  salary,  401  (k)  and  MBOs. 
Send  resume,  salary  history  to  Cliff 
Richner,  Richner  Communications,  379 
Central  Avenue,  Lawrence,  NY  1 1 559. 

Fax  (51 6)  569-4942 
I  E-mail:  CliFf@liherald.com 


_ ADVERTISING _ 

CLASSIFIED  SALES  MANAGER 

Philadelphia  Weekly,  Pennsylvania's 
largest  weekly  newspaper  is  seeking  a 
dynamic,  experienced  team  leader  to 
grow  the  area's  best-read  classifieds.  If 
you  can  lead  through  positive  motiva¬ 
tion,  have  excellent  interpersonal  and 
communication  skills,  this  would  be  the 
ideal  position  For  you.  Increasing  an 
existing  customer  base,  developing 
new  business  and  being  goal  oriented 
is  a  must. 

Great  salary,  cammissions,  bonuses 
and  benefits.  Mall  or  Fax  your  resume 
to  Steven  Guerrini,  Philadelphia 
Weekly,  1701  Walnut  Street,  Philadel¬ 
phia,  PA  19103  or  Fax  (215)  563- 
6799. 

MAJOR  ACCOUNTS  MANAGER 

The  Tampa  Tribune  is  seeking  an 
energetic  and  focused  individual  that 
can  lead  a  sales  team  of  nine.  The 
candidate  should  possess  strong 
verbal,  written,  presentation  and  nego¬ 
tiation  skills.  A  proven  track  record 
with  a  minimum  of  5  years  manage¬ 
ment  in  the  newspaper  industry  is 
required.  This  position  requires 
extensive  knowledge  in  planning, 
budgeting  revenues  and  expenses  and 
developing  creative  programs  that 
increase  revenue  within  the  categories 
of  the  top  150  advertisers.  Ability  to 
motivate  sales  staff  and  develop  rela¬ 
tionships  with  clients  is  a  necessity. 
Degree  in  marketing/advertising  is 
preferred.  Send  resume  to  Human 
Resources,  The  Tampa  Tribune,  P.O. 
Box  191,  Tampa,  FL  33601 .  EOE 


_ ADVERTISING _ 

CLASSIFIED  SALES  MANAGER 
A  7-day  morning  paper  with  18,000 
subscribers  in  the  Heart  of  Texas  is 
seeking  an  experienced  classified  sales 
executive.  The  individual  will  have  2  to 
4  years  of  management  experience 
with  outside  sales.  The  Killeen  Daily 
Herald  offers  a  strong  benefits 
package,  health,  life  and  retirement. 
Send  cover  letter,  resume  and  salary 
requirements  to  Julene  Tudor,  market¬ 
ing  director,  Killeen  Daily  Herald,  P.O. 
Box  1 300,  Killeen,  TX  76540. 

Or  E-mail  jtudor@vvm.com 

PERFORMANCE  DRIVEN 
CLASSIFIED  MANAGER 

You  will  be  the  key  to  developing  new 
business  and  growing  market  share  for 
classified  advertising. 

You  will  be  the  one  who  creates  and 
maintains  a  high  level  of  energy  and 
excitement  among  the  outside  and 
inside  classified  account  executives. 

You  will  have  the  opportunity  to  lead 
and  manage  change;  and  there  is 
nothing  more  exciting  than  that.  Fear¬ 
lessness  is  admired  and  preferred,  so  is 
a  strong  knowledge  of  the  Internet. 

You  will  be  responsible  for  hiring  and 
retaining  a  really  cool,  enthusiastic  and 
driven  sales  force. 

We're  looking  for  someone  who  has  a 
significant  amount  of  classified  sales 
experience.  Do  you  have  a  minimum  of 
three  to  five  years  in  classified  sales, 
two  years  or  more  of  sales  manage¬ 
ment  experience?  If  yes,  then  please 
send  me  your  resume,  if  no,  but  you 
still  think  you'd  be  a  great  candidate 
for  this  position,  I'd  love  to  see  your 
resume  and  a  really  convincing  cover 
letter.  A  college  degree  would  be  great 
but  a  lot  of  good  experience  can  be 
just  as  great. 

The  Centre  Daily  Times  is  part  of  the 
Knight  Ridder  newspaper  group  and 
offers  excellent  benefits  and  advance¬ 
ment  opportunities.  Please  send  your 
resume  and  cover  letter  to: 

Anna  M.  Stipp 
Advertising  Director 
Centre  Daily  Times 

3400  East  College  Avenue 

State  Colley,  PA  1 6801 

E-mail:  astipp@centredaily.com 

REGIONAL  ADVERTISING  DIREaOR 

The  North  Georgia  Newspaper  Group, 
located  in  Dalton,  Georgia,  is  looking 
for  an  experienced,  high-energy  ad¬ 
vertising  director  to  lead  our  two- 
region  advertising  department  of  its 
nine  publications  with  a  total  circula¬ 
tion  of  over  100,000.  Direct  responsi¬ 
bility  of  southern  region,  which  consists 
of  an  award  winning  7-day  daily 
newspaper  and  three  other  pub¬ 
lications.  Wonderful  opportunity  for 
someone  with  advertising  sales  and 
staff  management  to  lead  an  aggres¬ 
sive,  enthusiastic,  hard-working  team 
into  the  next  century. 

We  offer  an  excellent  salary,  aggres¬ 
sive  management  incentive  plan  and 
complete  benefits  package. 

If  you  possess  the  right  skills,  a  positive 
attitude  and  thrive  in  a  fast-pacM  com¬ 
petitive  environment,  please  send  your 
resume  with  a  cover  letter  to  Richard  D. 
Brown,  regional  publisher.  North 
Georgia  Newspaper  Graup,  P.O.  Box 
1 1 67,  Dalton,  GA  30722- 1 1 67. 


ADVERTISING _  _ ADVERTISING 


NATIONAL  ACCOUNTS  MANAGER 

The  Editor  &  Publisher  Company  seeks  a  dynamic,  self-starter 
to  be  our  National  Accounts  Manager. 

Utilize  115  years  of  unique,  newspaper  industry  readership 
and  grow  Editor  &  Publisher's  national  and  agency  business. 
Candidate  requirements: 

•  Thorough  knowledge  of  newspaper  industry 

•  Minimum  1 0  years  ad  sales  experience  that  includes 
national  ad  agencies 

Position  is  located  at  E&P  New  York  office. 

Please  send  letter  of  interest,  resume  and  salary  requirements  to: 

Dennis  O'Neill 
VP  Sales  &  Advertising 
The  Editor  &  Publisher  Company 
11  W  19th  Street 
New  York,  NY  10011 

Or  E-mail  the  same  to  dennjso@mediajnfo.com 
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HELP  WANTED 


ADVERTISING 


SALES  AND  MARKETING  DIREOGR 

The  Arizona  Daily  Sun,  a  Pulitzer 
newspaper  has  an  apening  for  a  Sales 
and  Marketing  position.  We  offer  com¬ 
petitive  salary,  401  (k),  MBO,  and 
excellent  benefits.  Successful  candidate 
must  be  comfortable  in  selling  major 
advertisers  as  well  as  local  accounts, 
effectively  manage  sales  staff,  budget¬ 
ing,  oversee  ana  execute  pramos,  and 
develop  niche  and  web  products.  Pro¬ 
vide  resume  and  salary  requirements  to 
Publisher,  P.O.  Box  1849,  Flagstaff, 
AZ  86002.  Fax  (520)  91 3-8672. 

SALES  MANAGER 
For  Boone  County  Newspapers 
Lebanon  Reporter  (daily  7,100  cir¬ 
culation)  and  Zionsville  Times  Sen¬ 
tinel  (weekly  4,000) 

Knowledge  of  newspapers  sales,  expe¬ 
rience  with  multiple  properties  and 
strong  work  ethic  desirable.  Creativity 
and  ability  to  tap  into  non  traditional 
revenue  needed. 

Qualified  candidates  should  send  their 
resume  to: 

Lori  Grass 

RegioTKil  Advertising  Director 

Thomson  Indiana  Newspapers 
P.O.  Box  1090 
Anderson,  IN  4601 5 
Fax:  (765)640-4820 
E-mail:  grass@inclol.com 

SEAnLE  BI-WEEKLY  wants  experi¬ 
enced  pro  to  head  advertising  sales. 
Competitive  salary  and  benefits  plus 
equity.  Call  Tom  (206)  547-9660  or 

E-mail:  lom@sealtlepress.com 

ART/GRAPHICS 

GRAPHICS  EDITOR:  The  News  & 
Observer  is  looking  for  a  journalist 
with  strong  visual  skills.  We  need 
someone  who  is  dedicated  to  info¬ 
graphics,  understands  and  appreciates 
the  power  of  good  illustrations  and 
who  believes  that  the  best  informa¬ 
tion  sometimes  means  changes  on 
deadline.  We  need  someone  who  has 
had  daily  newspaper  graphics  experi¬ 
ence,  preferably  someone  who  has 
supervised  a  graphics  operation.  We 
neM  someone  who  knows  how  to  mix 
it  up  in  news  meetings,  contribute 
strong  visual  ideas  ana  move  forward 
with  a  plan  for  our  seven-person 
graphics  staff.  Check  out  the  newspaper 
online  at  http://virww.sutton4nabj.com 
and  find  out  why  so  many  love  North 
Carolina's  Triangle  region  of  Roleigh- 
Durham-Chapel  Hill.  If  you  think  you  have 
what  it  takes  to  join  a  forward-thinking, 
progressive  newspaper  with  inside  color 
nearly  eve^  day.  E-mail  Deputy 
Managing  editor  Will  Sutton  about 
your  immediate  interest  at 
sutton@nando.com  If  you  know  you're 
someone  who  loves  the  idea  of  working 
for  a  newspaper  that  wants  to  display 
front-page  graphics  while  finding  homes 
forgoocTillustrations,  send  your  resume,  a 
list  of  three  or  more  references,  your 
best  work  samples,  an  autobiography 
that  says  who  you  are  as  a  person,  a 
professional  and  a  visual  iournalist  and 
a  cover  letter  telling  us  wnat  you  have 
to  offer  and  what  you  want  to  gain  to 
Melanie  Sill,  managing  editor,  P.O. 
Box  191,  Raleigh,  NC  27602.  We 
value  diversity  and  we  want  those  who 
shore  our  desire  to  build  a  diverse  staff 
and  a  diverse  newspaper. 


_ CIRCULATION _ 

7  DAY  ZONE  1  newspaper  seeks 
experienced  circulation  director  to  suc¬ 
cessfully  compete  in  highly  competitive 
market  place.  Solid  nome  delivery, 
single  copy  and  NIE  track  record 
required.  Position  can  lead  to  growth 
potential  in  rapidly  expanding  com¬ 
pany.  Resume,  salary  history  and  brief 
outline  of  how  you've  grown  net  paid 
circulation  required.  Reply  to  Box 
08879,  Editor  &  Publisher. 


AREA  CIRCULATION 
MANAGER  NEEDED 

The  Post  and  Courier,  Charleston,  SC 
seeks  an  individual  who  can  come  to 
the  game  ready  to  play.  This  front-line 
position  will  know  the  importance  of 
carrier  and  subscriber  retention, 
understand  the  importance  of  circula¬ 
tion  growth  and  contract  management, 
and  nave  strong  organizational  and 
interpersonal  communication  skills. 
Qualified  applicants  must  have  a  min¬ 
imum  of  three  years  field  management 
experience  and  a  verifiable  track 
record  of  success. 

We  offer  the  opportunity  for  advance¬ 
ment  and  a  complete  benefits  program 
of  medical  and  dental  insurance,  paid 
vacation,  401  (k)  and  a  company  paid 
pension  plan.  Please  send  resume  and 
cover  letter  to  Andy  Morgan,  circula¬ 
tion  manager.  The  Post  and  Courier, 
134  Columbus  Street,  Charleston,  SC 
29403  or  E-mail: 

amorgan@poslandcourier.com  EOE 


CENTRALLY  LOCATED  New  England 
newspaper  group  seeks  energetic  appli¬ 
cants  for  ihelollowing  positions: 

Motor  Route  Manager 
Assistant  Single  Copy  Sales  Manager 
Sales  Manager 
Sales  Crew  Manager 
We  offer  competitive  salaries  and 
benefits  in  a  progressive  working 
environment.  If  you're  a  motivated  Dis¬ 
trict  Manager  looking  to  move  forward 
in  your  career,  we  might  be  the  place 
for  you.  Mountains,  lakes,  seacoast 
and  major  cities  within  an  hour  drive. 
Please  send  cover  letter,  resume  and 
salary  history  to  Box  08873,  Editor  & 
Publisher. 


CIRCULATION  DIREaOR 

The  Daily  News-Sun,  a  20,000  daily 
circulation  newspaper  in  beautiful  Sun 
City,  Arizona,  is  looking  for  a  circula¬ 
tion  director  to  analyze  the  market  and 
aggressively  promate  our  products  in  a 
highly  competitive  environment.  This  is 
a  pivotal  position  reporting  directly  to 
the  publisher. 

Must  have  the  ability  to  guide  and 
mativate  staff  while  meeting  daily 
challenges  of  circulation.  We're  look¬ 
ing  for  a  dynamic  person  with  mini¬ 
mum  5  years  af  upper  circulation 
management  experience  and  a  proven 
track  record  in  marketing  and  distribu¬ 
tion.  We  offer  a  competitive  salary, 
bonus  and  excellent  benefits. 

Please  mail  or  fax  your  resume  and 
caver  letter  to  Karen  Bulissa  by  June 
22,1999: 

The  Tribune 
1 20  West  First  Avenue 
Mesa,  AZ  852 10 
Fox:  (480)  898-6401 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 

The  Yakima  Herald-Republic  has  a 
career  opportunity  for  an  energetic 
newspaper  circulation  professional  at  a 
40,000-k  daily  newspaper  in  central 
Washington  state. 

Key  member  of  management  team  as 
ane  of  five  directors  assisting  the  pub¬ 
lisher  to  set  and  achieve  long-range 
goals  and  mission.  Leads  and  directs  a 
talented  team  in  all  facets  of  subscrip¬ 
tion  sales,  service  packaging  and  dis¬ 
tribution. 

Serves  as  circulatian  department 
liaison  with  other  departments  to 
achieve  creative  synergy  for  problem 
resolution  and  project  management. 
Creates  an  environment  to  energize  a 
winning  sales,  service  and  distribution 
team.  This  is  the  time  for  you  to  join  us: 
we've  just  completed  a  total  remodel  of 
the  building,  complete  redesign  of  the 
newspaper,  and  have  a  state  af  the  art 
computerized  packaging  center. 

We  are  a  member  of  the  Seattle  Times 
graup  and  an  equal  opportunity 
employer.  Send  or  fax  a  resume  and 
cover  letter  outlining  the  expertise  and 
values  you  will  bring  to  our  leadership 
team  to  Kay  Gause,  human  resources 
director,  Yakima  Herald-Republic,  P.O. 
Box  9668,  Yokima,  WA  98909. 

(509)  577-7720  Fox  (509)  577-7722 


HOME  DEUVERY  ZONE  MANAGER 
PRESS-TELEGRAM 

The  Press-Telegram,  a  1 00,000  plus,  7 
day,  AM  newspaper  in  Long  Beach, 
California,  is  currently  accepting 
applications  for  the  position  of  Zone 
Manager.  Position  reports  to  the  Home 
Delivery  Manager.  Responsible  for 
day-to-day  operations  of  approxi¬ 
mately  20,000  circulatian,  alternate 
delivery  products,  collections,  sales, 
retention,  customer  relations  and  prod¬ 
uct  control. 

Successful  candidate  will  hove  a  cal- 
lege  degree  (preferred),  a  minimum  of 
three  years  experience  as  Zone  Man¬ 
ager  or  higher  position,  a  proven  track 
record  of  exceptional  customer  rela¬ 
tions  and  circulation  growth,  the  ability 
to  adapt  to  a  chonging  market  and 
strong  communication  skills. 

We  offer  a  competitive  compensation 
and  benefits  package,  including 
medical,  dental  and  401  (k).  The  Press- 
Telegram  is  part  of  the  Los  Angeles 
Newspaper  Group,  a  division  of 
Media  News  Graup. 

Send  resume  to: 

Press-Telegram 

Attn:  Shari  Wright,  Human  Resources 
P.O.  Box  230 
Long  Beach,  CA  90844 

WANTED:  Circulation  Director  for 
small  daily  newspaper  company  in 
New  England.  Must  be  shirtsleeve, 
active  leader  with  strategic  marketing 
ability.  Base  pay  plus  commissions, 
bonuses,  benefit  package.  Reply  to  Box 
08874,  Editor  &  Publisher. 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

The  Southern  Illinoisan,  a  regional 
35,000  copy  newspaper  located  in  a 
major  college  town,  is  looking  for  a 
department  head  level  manager  to 
lead  its  circulation  department.  Positian 
will  be  responsible  for  supervising  and 
developing  a  highly  skilled  staff  af  1 4 
emplayees.  Carrier  force  recruitment, 
management  systems,  sales  and  reten¬ 
tion  procedures  are  a  high  priority. 
New  programs  and  resources  are  in 
place  ta  build  an  outstanding  organi¬ 
zation  that  leads  to  consistent  customer 
satisfaction.  The  Southern  Illinoisan  is  a 
division  of  Lee  Enterprises,  IrK. 

Send  resume  and  cover  letter  to: 

Human  Resources 
Southern  Illinoisan 
P.O.  Box  21 08 
Carbondale,  IL  62901 
EOEM/F 


j  SALES  MANAGER 

I  The  Journal  News  has  an  opportunity 
I  in  its  Circulation  Department  for  a 
!  manager  to  develop  programs  to  meet 
I  budgeted  home  delivery  objectives.  The 
I  successful  candidate  must  have  experi- 
i  ence  creating  telemarketing  cam¬ 
paigns,  targeting  direct  mail/single 
copy  inserts,  analyzing  volumes  and 
projections  in  home  delivery  sales  and 
knowledge  of  Lotus/WordPerfect.  This 
position  also  oversees  the  Field  Market¬ 
ing  and  Newspapers  in  Education 
I  divisions. 

The  Journal  News  offers  competitive 
salaries  and  generous  benefits  includ¬ 
ing  pension  and  401  (k)  plans.  We 
j  value  diversity  in  our  work  force  and 
I  encourage  those  of  diverse  back- 
I  grounds  and  those  who  share  this 
I  value  to  apply.  We  maintain  a  safe 
drug  free  warkplace  and  pre¬ 
employment  drug  testing  is  required. 

For  consideration,  please  forward 
resume  to: 

The  Journal  News 
I  c/o  M.  Kervick 

I  One  Gannett  Drive 

White  Plains,  NY  10604 
Fax:(914)696-8174 

EDITORIAL 

ASSISTANT  EDITOR 

The  Covington  News,  o  ropidly  grow¬ 
ing,  award-winning  (10  GPA  awards 
this  year/ 1 3  last  year)  tri-weekly  com¬ 
munity  newspaper  is  looking  for  top 
candidates.  For  the  right  candidate,  the 
job  description  can  be  molded  to  fit 
their  own  special  interests  whether  it  be 
creating  great  special  sections  or  writ¬ 
ing  award-winning  enterprise  stories. 
Excellent  verbal,  writing,  editing  and 
I  QuarkXPress  (or  Pagemaker)  page 
layout  skills  required.  Newspaper 
i  experience  a  must. 

!  As  a  properly  of  notionally  known 
I  Morris  Newspaper  Company,  The  Cov- 
j  ington  News  serves  all  Newtan  County 
-  warm,  scenic  “small  town”  Southern 
community  just  30  minutes  east  of 
downtown  Atlonto.  Send  resume  to  The 
Covington  News,  P.O.  Box  1 249,  Cov¬ 
ington,  GA  30015  or  fax  to  (770) 
786-645 1 .  Benefits/ salary/bonuses 
are  competitive.  Leave  messages  at: 

(770)  787-6397  ext.  21 
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HELP  WANTED 


_ EDITORIAL _ 

A  50,000-CIRCULATION  daily  in  New 
England  is  looking  for  on  editorial 
wrifer/lelters  editor.  Must  hove  excel¬ 
lent  writing,  editing  skills,  at  least  5 
years  newspaper  experience.  Send 
resume,  3  columns/editorials,  refer¬ 
ences  to  Box  08877,  Editor  &  Pub¬ 
lisher. 

ARKANSAS  BUSINESS  in  Little  Rock,  is 
looking  for  a  highly  organized  editor 
with  excellent  editing,  reporting,  writ¬ 
ing  and  management  skills  who  can 
build  on  our  reputation  as  one  of  the 
best  business  journals  in  the  country. 
The  editor  must  know  what  a  good  busi¬ 
ness  news  story  is,  understand  what 
business  people  want  to  read  and  know 
how  to  collerd  and  package  meaningful 
business  information.  Arkansas-based 
companies  include  Wal-Mart,  Tyson 
Foods,  Alltel,  J.B.  Hunt  Transport,  and 
Beverly  Enterprises.  Minimum  5  years' 
newspaper  experience  with  business 
journal  background  preferred.  Arkansas 
Business  Publishing  Group,  is  a  cutting- 
edge,  family-friendly  organization  full  of 
talented  people  who  like  to  write,  design 
and  sell  high-quality  niche  publications. 
Competitive  compensation  and  benefits 
commensurate  with  experience.  Send 
confidential  resume  to  Jeff  Hankins, 
publisher  and  editor,  P.O.  Box  3686,  Little 
Rock,  AR  72203  or: 

E-mail  jhankins@abpg.com 
No  phone  calls,  please  EOE 


ASSISTANT  CITY  EDITOR 
Progressive  Gulf  Coast  100,000+  daily 
seeks  experienced  editor  or  reporter 
for  assistant  city  editor  position.  Would 
supervise  general  assignment  and  beat 
reporters  at  national  award-winning, 
enterprise-oriented  paper.  Submit  clips 
that  show  editing  and/or  writing 
strength  and  coordination  of  photog¬ 
raphy,  graphics,  etc.  to  Box  08822, 
Editor  &  Publisher. 


ASSISTANT  METRO  EDITOR 

The  Fayetteville  Observer-Times,  a 
70,000  morning  daily  in  North  Caro¬ 
lina  needs  a  hard-driving  journalist  to 
join  its  editing  team.  We're  looking  for 
someone  with  a  passion  for  coaching 
and  collaboration  who  believes  in  cov¬ 
ering  the  community.  The  job  includes 
leading  one  or  two  teams  of  reporters 
and  assisting  in  the  daily  operation  of 
the  metro  desk.  Send  cover  letter, 
resume  and  work  samples  to  Jeffry 
Couch,  assistant  managing  editor.  The 
Fayetteville  Observer-Times,  P.O.  Box 
849,  Fayetteville,  NC  28304. 


ASSISTANT  METRO  EDITOR 
Editor  sought  to  oversee  daily  beat 
team  as  well  as  in-depth  projects.  San 
Bernardino  County  Sun,  award-winning 
80,000  daily  in  Southern  CA.  Send 
resume,  references  to  Tom  Bray, 
tbrciy@sanberna.gannett.com 
Or  call  (909)  386-3841 


ASSOCIATE  EDITOR,  slot  person  for 
award-winning  PA  daily.  Experience  in 
layout,  editing  copy  and  layout.  Man¬ 
agement  position  responsible  for  news 
desk.  Send  resume,  salary  require¬ 
ments  and  samples  to  Editor,  500 
Mildred  Avenue,  Primos,  PA  1 901 8. 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITOR 
The  News-Press  of  Fort  Myers,  a 
100,000-circulation  newspaper  in  Flor¬ 
ida's  southern  Gulf  Coast  is  seeking  an 
Assistant  City  Editor  to  head  enterprise 
team  featuring  Health,  Education  and 
Environmental  Staff  Writers.  We're 
looking  for  an  Editar  who  can  guide 
experienced  veterans  and  challenge 
them  to  be  better.  Work  with  staff  to 
develop  major  Sunday  pieces  and  pro¬ 
jects.  Good  writer,  collaborator  and 
planner  who  can  also  react  to  breaking 
news.  Reporting  and  editing  experi¬ 
ence  required.  Fax,  Mail  or  E-mail 
resume  to  Bob  Encarnacion,  recruit¬ 
ment  manager,  2442  Dr.  Martin  Luther 
King,  Jr.  Blvd.,  Fort  Myers,  FL  33901, 
Fax:  (941)  335-0297  or  E-mail: 

rencarncx:i@fortmyer.gannett.cam 

ASSISTANT  PHOTO  EDITOR 

The  Morning  Call  in  Allentown  PA,  a 
Times  Mirror  newspaper,  on  looking  for 
someone  to  join  their  award-winning 
staff  of  20.  This  talented  individual  win 
oversee  the  night  side  picture  operation 
and  serve  as  the  department's  liaison 
with  editors  to  produce  the  best  daily  vis¬ 
ual  report.  They  desire  3-5  years  expe¬ 
rience  as  photographer  and  picture 
editor.  Technical  knowledge  in  produc¬ 
tion  quality  issues,  digital  cameras, 
Macintosh,  PC  and  Photoshop  a  strong 
plus.  Please  send  resume  and  samples 
to  Naomi  Halperin,  director  of  photog¬ 
raphy,  The  Morning  Call,  101  N.  6th 
Street,  Allentown,  PA  18105.  E-mail 
questions  to: 

naomi  .halperin@mcall  .com 


ASSOCIATE  EDITOR 
Aquent.com,  on  off-beat,  Web-based 
lifestyle  and  business  magazine  about 
self-employed  professionals,  seeks  an 
associate  editor  to  generote  and 
develop  new  features  and  story  ideas, 
manage  freelancers,  and  assign  and 
edit  stories.  You  should  have  excep¬ 
tional  English  language  skills,  a 
penchant  for  the  irreverent,  and  five  or 
more  years  of  full-time  editorial  experi¬ 
ence  in  print  or  on-line  magazines. 
Salary  negotiable.  Submit  cover  letter, 
resume,  and  five  writing  samples, 
either  by  E-mail  to: 

egershon@aquent.com  or 
Fax  to  (617)  535-5003,  or  post  to  Eric 
Gershon,  assistant  editor,  Aquent 
Magazine,  71 1  Boylston  Street,  Bos¬ 
ton,  MA  021 16. 


AWARD-WINNING  BUSINESS  weekly 
seeks  an  enterprising  reporter  to  work 
in  Lancaster,  PA  bureau,  covering 
retail,  agriculture  and  technology.  2-5 
years  business  reporting  experience 
required.  Send  resume,  aips  to  Editor 
Elizabeth  Cummings,  Central  Penn  Busi¬ 
ness  Journal,  409  South  Second  Street, 
Harrisburg,  PA  1 7104. 


BUSINESS  WRITER 

Janney  Montgomery  Scott,  Inc.,  a 
Philadelphia  based  NYSE  Firm  needs 
an  experienced  Business  Writer/Editor 
in  the  Research  Department  to  edit 
material  for  content  as  well  as  re-cast 
research  info  for  in  house  distribution. 
Requires  excellent  writing  and  gram¬ 
matical  skills.  Send  replies  to  Janney 
Montgomery  Scott,  Inc.,  1801  Market 
Street,  HR,  9th  Floor,  Philadelphia,  PA 
19103. 


_ EDITORIAL _ 

BUSINESS  EDITOR 

Successful  candidate  will  be  responsi¬ 
ble  for  a  vital  multi-page  business  sec¬ 
tion  that  includes  a  mix  of  stocks, 
national  business  developments  and 
aggressive  local  coverage.  Our 
franchise  and  mission  is  the  delivery  of 
a  robust  local  report.  Must  be  able  to 
work  solo  on  self-assigned  materials 
and  supervise  wark  of  reporters  work¬ 
ing  on  assignments.  Requires  a  B.A. 
and  a  minimum  of  three  years  daily 
experience.  Supervisory  experience  a 
plus.  Send  resume  and  clips  to 
Antelope  Valley  Press,  P.O.  Box  4050, 
Palmdale,  CA  93590-4050,  Attn: 
Personnel. 


BUSINESS  REPORTER  needed  for  a 
team  covering  FL's  largest  city.  Must  be 
news-hungry  self-starter  willing  to  go 
beyond  the  surface.  Attitudes  OK.  Con¬ 
tact  Jim  Witters,  The  Business  Journal, 
1 200  Riverplace  Blvd.,  Jacksonville,  FL 
32207.  E-mail  jwilters@jbj.amcily.com 

CITY  EDITOR:  The  Herald  in  Jasper, 
IN,  seeks  veteran  editor  to  carry  on 
tradition  of  outstanding  local  coverage. 
Copy  editing  and  teaching  skills  essen¬ 
tial.  We  are  an  award-winning,  unique, 
afternoon  small -circulation  daily  will¬ 
ing  to  pay  for  experience  and  skill. 
Excellent  benefits.  Located  in  one  of 
the  best  small  cities  in  America.  Send 
resume,  work  samples  to  Fred  Smith, 
The  Herald,  P.O.  Box  31,  Jasper,  IN 
47547-0031. 


COPY  EDITOR  -  Mid-Michigan  daily 
seeks  an  energetic  addition  to  its  six- 
member  copy /design  desk.  Knowledge 
of  QuarkXPress  a  must.  Qualified  can¬ 
didate  must  have  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  group  in  Michigan. 
Equal  Opportunity  Employer.  Send  a 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
of  your  best  copy-desk  work,  by  July  2 
to  Tom  Limmer,  news  editor,  Jackson 
Citizen  Patriot,  214  S.  Jackson  Street, 
Jackson,  Ml  49201  -2282.  No  phone 
colls,  please. 

COPY  EDITOR  for  Northeast  PA  daily. 
Successful  applicant  will  have  at  least  2 
years  experience  on  a  daily  newspa¬ 
per  and  be  proficient  in  QuarkXPress 
and  Photoshop,  with  ability  to  write 
catchy  headlines,  work  well  with  our 
staff,  handle  deadline  pressure  and 
turn  ordinary  writing  into  something 
special.  Reply  to  Jett  Cox,  editor-in- 
chief,  Standard-Speaker,  Hazleton,  PA 
18201. 


COPYEDITORS 

The  News-Press  of  Fort  Myers,  a 
100,000-circulation  newspaper  on 
Florida's  southern  gulf  Coast,  is  look¬ 
ing  for  Copy  Editor  and  a  Copy  Editor 
Page  Designer  to  join  its  universal  copy 
desk.  Excellent  headline  writing  and 
editing  skills  required.  The  News-Press 
is  fully  paginated.  Two  years  daily 
newspaper  experience  and  QuarkX¬ 
Press  knawledge  preferred.  Fax,  Mail 
or  E-mail  resume  to  Bob  Encarnacion, 
recruitment  manager,  2442  Dr.  Martin 
Luther  King,  Jr.  Blvd.,  Fort  Myers,  FL 
33901,  Fax:  (941)  335-0297  or 
E-mail  rencarnaci@fortmyer.gannett.com 


_ EDITORIAL _ 

COPY  EDITOR/PAGINATOR 

The  Spectrum,  a  22,000  circulation 
daily  newspaper  in  St.  George,  Utah, 
is  seeking  a  copy  editor/paginator. 
Applicant  must  be  proficient  in  Quark¬ 
XPress,  have  good  copy  editing  and 
headline  writing  skills,  and  be  able  to 
work  under  deadline  pressure.  This  is  a 
night  and  weekend  shift.  Work 
includes  designing  Page  I ,  wire  pages 
and  other  news  pages.  St.  George  is 
located  in  southwestern  Utah,  in  the 
middle  of  redrock  country,  and  is  near 
Zian  National  Park  and  Las  Vegas. 
Send  resume,  cover  letter  and  work 
samples  to  Michelle  Bridges,  copy  desk 
editor.  The  Spectrum,  275  East  St. 
George  Blvd.,  St.  George,  UT  84770, 
or  by  E-mail  to 

mbridges@thespectrum .  com 


COPYEDITOR 

San  Bernardino  County  Sun,  award¬ 
winning  80,000-circulation  daily  in 
Southern  CA,  seeks  experienced  copy 
editor. 

Send  resume,  references  to: 
tbray@sanberna.gannelt.com 
Or  call  Tom  Bray  (909)  386-3841 


COPY  EDITOR 

The  Omaha  World-Herald,  an  agen¬ 
da-setting  newspaper  for  its  com¬ 
munity,  its  state  and  its  region,  is  seek¬ 
ing  skilled  copy  editors  to  fill  positions 
in  news/features  and  sports.  At  least 
three  years  experience  required  as  well 
as  a  demonstrated  command  of  lan¬ 
guage,  headlines  and  deadlines.  The 
World-Herald,  is  an  employee-owned, 
two-cycle  newspaper  in  a  growing 
metropolitan  area  of  7OO,0OO.  To 
apply,  send  a  resume,  letter  and  work 
samples  to  Jeff  Gauger  or  Joanne 
Stewart,  assistant  managing  editors, 
World-Herald  Square,  Omaha,  NE 
68102. 


DESIGN  EDITOR 

The  Herald-Mail,  Maryland's  best  mid¬ 
sized  daily,  has  an  immediate  opening 
for  a  Design  Editor.  Primary  duties  are 
designing  and  paginating  several 
advance  section  fronts,  including  our 
Weekend,  Teen,  Sports  Saturday,  Show¬ 
time  and  NewsPlus  sections.  The  job 
also  includes  designing  and  paginating 
our  Sunday  front,  showcasing  our  story 
of  the  week.  This  is  a  Tuesday  through 
Saturday  position. 

We're  looking  for  bold,  fresh,  colorful 
designs  that  set  us  apart  from  our 
competition.  Designers  are  given  lati¬ 
tude  to  be  creative. 

The  Herald-Mail  has  won  more  awards 
than  any  other  paper  our  size  six  of 
the  last  seven  years  in  Maryland/ 
Deieware/DC  Press  Association  con¬ 
test.  Excellent  starting  salary  and 
benefit  package.  Please  send  resume, 
cover  letter,  salary  requirements  and 
several  page  samples  to: 

Personnel  Director 
The  Herald-Mail 
1 00  Summit  Avenue 
Hagerstown,  MD  21740 
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HELP  WANTED 


_ EDITORIAL _ 

COPYEDITOR 

We're  the  smallest  in  our  category,  but 
we  think  big.  That's  why  we  regularly 
win  honors  for  best  Pennsylvania 
newspaper  in  our  division.  The  York 
Daily  Record  is  o  43,000-circulation 
AM  daily  in  a  growing,  scenic  com¬ 
munity  north  of  Baltimore.  We  pride 
ourselves  on  outstanding  projects, 
thorough  coverage,  great  artwork  and 
fine  design.  It  can't  be  done  without 
great  copy  editors.  Our  news  desk 
needs  just  such  a  person.  Send  cover, 
resume,  work  samples  to  Mark  Moore, 
news  editor,  York  Daily  Record,  P.O. 
Box  1 51 22,  York,  PA  1 7405.  EOE. 

Check  us  out  at  www.ydr.com 

DESIGNER 

Weekly  trade  publication  seeks  self- 
motivated  production  artist  to  do  pro¬ 
duction  work  on  weekly  magazine. 
Must  be  detail  oriented  and  able  to 
meet  daily  deadlines.  Knowledge  of 
QuarkXPress,  Photoshop  and  Illustrator 
is  a  must.  Send  resume,  salary  require¬ 
ments  and  samples  to  Box  08876, 
Editor  &  Publisher. 


ECONOMY  WRITER  -  The  Indianapolis 
Star/News  (combined  doily  circulation 
265,000;  390,000  Sunday)  has  cre¬ 
ated  this  new  position  to  cover  the 
state's  economy.  The  post  requires  a 
strong  writer  who  can  write  about 
economic  trends  and  build  stories 
around  people  rather  than  financial 
data.  Experience  covering  business 
helps,  but  isn't  required.  Hease  send 
resume  and  clips  to  Business  Editor 
Greg  Andrews: 

gandrews@starnews.com 
307  N.  Pennsylvania  Street 
Indianapolis,  IN  46204 


EDITOR-IN-CHIEF 

Casco  Bay  Weekly,  a  well-established 
olternative  newspaper  in  Portland,  ME 
seeks  an  Editor-in-Chief.  Send  cover  let¬ 
ter,  resume,  and  clips  to  Lael  Morgan, 
Casco  Bay  Weekly,  P.O.  Box  1 238, 
Portlond,  ME  04 1 04  or  E-mail 

71 541 . 1 44@Compuserve.cam 


EDITOR-IN-CHIEF 

Experienced  Editor-in-Chief  to  manage 
bi-weekly  canstruction  publications. 
Responsibilities  include  articles,  assign¬ 
ing,  editing  and  writing;  supervising 
sections;  custom  publishing  projects; 
assist  in  website  design;  supervise 
editorial  staff  and  graphic  designer; 
attend  trade  shows.  Ability  to  meet 
deadlines  and  at  least  5  years  man¬ 
agement  experience  an  a  business 
news  desk  or  related  field  required. 
We  offer  career  advancement,  com¬ 
petitive  salary,  outstanding  benefits 
program,  401  (k),  profit  sharing  and 
medical.  Submit  resume  and  2  busi¬ 
ness/news  clips  to  Ted  McKeon,  Con¬ 
struction  Equipment  Guide,  470 
Maryland  Drive,  Fart  Washington,  PA 
1 9034  or  fax  to  (21 5)  885-2910  or 
E-mail: 

constructionequipmentguide.com 
Only  those  with  salary  requirements 
will  be  considered.  No  phone  calls. 

EOE 


_ EDITORIAL _ 

EDITOR-IN-CHIEF 

EAA  -  The  Experimental  Aircraft  Asso¬ 
ciation,  located  in  Oshkosh,  Wisconsin 
is  on  international  membership  organi¬ 
zation  with  170,000  members  repre¬ 
senting  virtually  the  entire  spectrum  of 
recreational  aviation.  Primary  respon- 
I  sibility  is  Editor  of  EAA's  flagship  pub¬ 
lication,  Sport  Aviation,  with  editorial 
oversight  to  EAA's  5  other  monthly 
publications.  We're  looking  for  an 
accomplished  editor  with  successful 
experience  managing  on  editorial 
department  along  with  a  good  under¬ 
standing  of  the  aviation  industry 
and  the  activities  and  needs  of  our 
readers/ members.  The  ideal  candidate 
will  have  strong  writing,  editing  and 
design  skills  and  current  knowledge 
of  the  techniques  and  capabilities 
required  to  produce  a  high  quality 
publication. 

If  you  are  interested  and  qualified  sub¬ 
mit  your  resume,  along  with  a  letter 
stating  your  experience  as  editor, 

I  assessment  of  our  recently  published 
j  issues,  your  ideas  for  future  directions 
I  and  an  approach  to  improve  read- 
1  ability,  to: 

Experimental  Aircraft  Association,  Inc. 

I  Human  Resources 

3000  Poberezny  Rood 
I  Oshkosh,  Wl  54903 

hr@eaa.org 

j  EDITOR/REPORTER  NEEDED  —  BTB 
Trade  magazine  on  commercial  real 
I  estate  in  Central  NJ  requires  reporter/ 

I  writer  for  2  publications.  Casual  smok- 
I  ing  office.  Good  salary,  medical, 

I  401  (k)  benefits.  Call  Ann  O'Neal  at: 
i  (800)732-5856 


EDITOR/WRITER  wanted  full  time 
immediately.  Presentation  Magazine  is 
an  award-winning  business  trade  pub- 
I  lication  devoted  to  technologies  and 
techniques  for  improving  professional 
communications.  Must  have  3-5  years 
business  to  business  journalism  experi¬ 
ence  required,  participate  in  planning 
meetings.  Some  travel.  Experience  writ- 
I  ing  about  computers,  software,  multi- 
media,  projection  tech  a  plus.  Send 
j  resume  to  Lakewood  Publications,  50 
I  South  9th  Street,  Minneapolis,  MN 
55402  or  Fax  to  (612)  340-4739 
j  along  with  three  writing  samples. 


I  EDITORIAL  WRITER 

j  The  Greensboro  News  &  Record,  a 
100,000  daily  in  central  North  Caro- 
I  lino,  seeks  an  editorial  writer  who 
thoroughly,  and 
writer  must  write 
passionately  and  with  humor,  knowing 
when  to  be  serious  and  when  to  be 
fun. 

This  writer  must  be  willing  to  learn 
about  our  growing  community  and  its 
many  challenges  and  opportunities. 
This  writer  must  have  a  minimum  of  5 
years  journalism  experience;  strong 
research  skills,  and  the  ability  to  work 
in  a  team-based  environment. 

Application  deadline:  July  2, 1 999 

Send  cover  letter  and  resume,  7  writing 
samples  (preferably  editorials  or  coh 
umns)  and  a  one-page  essay  “What 
an  Editorial  Page  should  be”  to  Allen 
Johnson,  editorial  page  editor.  News  & 
Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 


thinks  deeply,  reports 
writes  powerfully.  This 


;  _ EDITORIAL _ 

j  EDUCATION  REPORTER 

!  Would  you  like  to  cover  a  school  dis- 
j  trict  that  can  make  national  news  for  its 
I  equity  in  education  efforts?  The 
I  Journal-Standard  of  Freeport,  IL  has  an 
i  opportunity  for  an  education  reporter 
1  who  will  focus  on  how  the  community's 
schools  (public,  private,  community  col¬ 
lege)  affect  students,  parents,  tax¬ 
payers  and  employers.  Beat  also 
includes  education  features  and  issues 
stories  that  encompass  a  five-county  cov- 
I  eroge  area.  Send  resume,  letter  and 
1  clips  to  Jeff  Rogers,  managing  editor, 

I  The  Journal-Standard,  P.O.  Box  330, 

1  Freeport,  IL  61 032. 


I  FLORIDA  DAILY 

j  40,000  AM  daily  on  Gulf  Coast  taking 
I  applications  for  military  reporter  and  a 
j  sports  position.  Reporter  will  cover  Air 
I  Force  base,  its  missions,  people, 
deployments  in  market  where  military 
is  a  chief  industry.  Previous  military 
reporting  experience  preferred  but  not 
j  required.  Also  looking  for  sports 
j  journalist  who  can  paginate  on  QuarkX- 
j  Press  and  cover  local  sports.  Reporter 
!  applicants  reply  to  ME  Colin  Lipnicky, 
I  sports  applicants  to  Sports  Editor  Scott 
j  Gremillion.  Send  resume,  work  sam- 
j  pies  to  Northwest  Florida  Daily  News, 

I  P.O.  Box  2949,  Fort  Walton  Beach,  FL 
I  32549. 

i  EDITORIAL 


_ EDITORIAL _ 

I  ExtraCheez.com  www.extracheez.com 
the  leading  online  community  and 
!  resource  site  for  networking  pro- 
j  fessionals  with  over  1 5,000  members, 
j  is  looking  for  a  talented  technical 
I  editor/writer  to  drive  its  online  content 
j  including  news,  columns,  product 
;  announcements,  product  reviews,  trade 
\  show  coverage,  features,  etc.  This  posi¬ 
tion  will  be  responsible  for  sourcing, 
writing,  and  editing  ExtraCheez. corn's 
solutions  oriented  content,  and  attend¬ 
ing  leading  domestic  IT/network- 
ing  trade  snows  and  events.  Extra 
Cheez.com  users  are  serious  net- 
:  workers  in  need  of  hard-hitting, 
practical  information  that  will  help 
them  in  their  daily  roles  as  system 
engineers,  network  administrators  and 
consultants.  If  you  have  2  or  more 
I  years  experience  in  a  similar  editorial 
I  position  and  are  looking  for  a  chance 
I  to  create  the  ideal  resource  and 
I  information  site  for  networkers,  send 
I  your  resume  in  confidence,  including 
j  writing  samples,  salary  history,  and 
i  requirements  to  hr@kinetoscope.com 
Competitive  compensation  including 
I  benefits  and  stock  options  for  qualified 
I  candidates. 

I  GREAT  PUBLISHER  needs  strong 
I  managing  editor  to  lead  5-day  daily 
[  newsroom  in  Zone  4.  Pay  in  the  $30s 
I  with  excellent  benefits,  opportunity  for 
'  advancement  to  publisher  within  grow- 
I  ing  company  A  client  of  Paper  People, 
i  pleasecall  (918)  542-8861  or  E-mail: 
j  JerryTurneratjturner@mmind.net 


EDITORIAL 


ASSISTANT  MANAGING  EDITOR 

I  The  Sporting  News,  a  national  sports  weekly  magazine  located  in  St. 

Louis,  Missouri,  has  an  opening  for  an  Assistant  Managing  Editor.  The 
'  job  includes  planning  content  and  final  copy  editing  for  the  growing 
i  group  of  season-preview  yearbooks  product  by  The  Sporting  News. 

I 

j  The  Assistant  Managing  Editor  helps  supervise  a  staff  of  11  full-time 
I  and  4  to  6  part-time  copy  editors,  as  well  as  carrying  content 
I  responsibilities.  You  will  also; 

!  ■  Confer  with  authors  and  editors  regarding  objectives  and  style  for 

I  stories 

j  ■  Work  closely  with  art  and  photo  departments  in  presentation  and 

I  production  of  the  yearbooks 

'  ■  Establish  standard  editing  procedures  and  style  and  ensure 

deadlines  are  met 

;  ■  Write  and  deliver  personnel  evaluations 

;  ■  Assign  some  stories  for  The  Sporting  News'  weekly  magazine 

j  ■  Fill  in,  as  needed,  on  various  projects  related  to  the  weekly 
magazine 

■  Undertake  occasional  suitable  writing  assignments 

!  To  perform  this  job  successfully,  you  must  be  a  good  leader,  have 
I  excellent  copy  editing  skills,  be  well  organized  and  creative  and  have 
I  good  supervisory  skills.  We  prefer  7  to  10  years  of  experience  on  a 
weekly  magazine  or  daily  newspaper,  some  of  which  has  been  in  a 
supervisory  position. 

We  offer  a  competitive  salary  and  a  generous  benefits  package. 
Please  send  resume  with  cover  letter  indicating  salary  requirements 
to; 

John  Rawlings 

THE  SPORTING  NEWS 

10176  Corporate  Square  Drive,  Suite  200 
i  St.  Louis,  MO  631 32 

:  EOEM/F/H/V 


www.mediainfo.com 


EDITOR  a  PUBLISHER  /  JUNE  19,  1999 


71 


CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp©mediainfo.com  •  micheleaemedialnfo.com 


HELP  WANTED 


_ EDITORIAL _  I 

XDIN  THE  RENAISSANCE  IN  1 

PASSAIC  COUNTY  i 

The  Herald  &  News,  a  49,(X)0  daily  in 
northeastern  New  Jersey,  is  looking  for 
a  few  good  journalists.  If  you're  com¬ 
mitted  to  excellence  and  enterprise,  we 
want  to  talk  to  you.  We  prefer  candi- 
dotes  from  Zones  1  and  2,  but  will 
moke  exceptions  for  exceptional  peo-  j 
pie.  We  need:  [ 

ASSISTANT  SPORTS  EDITOR  to  lead  a  j 
staff  of  1 2  in  telling  the  story  of  sports  i 
in  our  communities.  For  us,  the  state  | 
high  school  football  championship  held  | 
just  down  the  road  in  Giants  Stadium  { 
is  as  important  as  the  pro  games 
played  there.  We  want  an  innovative  j 
pro  with  substantial  experience,  includ¬ 
ing  at  least  three  years  as  a  supervisor. 
Write  to  Scott  West,  managing  editor.  [ 

ASSISTANT  CITY  EDITOR  to  lead  six  of  ! 
the  city  desk's  1 5  reporters  in  crafting  j 
a  daily  and  enterprise  report  that  j 
makes  our  newspaper  a  vital  part  of  i 
our  readers'  lives.  We  have  one  of  the  j 
most  diverse  communities  in  the  coun-  ! 
try  and  we  expect  our  report  to  reflect  | 
that.  We're  looking  for  an  editor  with  a 
proven  record  of  leading  by  inspiration  | 
and  perspiration.  Write  to  Dino  I 
Ciliberti,  city  editor.  ’ 

COPY  EDITOR  with  wit,  exquisite 
mastery  of  the  language  and  QuarkX¬ 
Press  competence  to  join  a  desk  of 
eight  that's  the  keeper  of  the  newspa¬ 
per's  standards.  Our  new,  state-of-the 
art  computer  system  required  addi¬ 
tional  staff.  So,  there's  an  opportunity 
for  an  experienced,  creative  editor 
who  understands  that  the  copy  desk  is 
the  bedrock  of  good  newspapering. 
Write  to  Kathie  Adams,  assistant 
managing  editor. 

REPORTER  to  cover  the  waterfront  -  we 
have  one  -  in  a  county  with  landscapes 
that  range  from  the  gritty  urban  to  the 
bucolic  rural.  We  have  it  oil.  We  need 
reporters  who  will  uncover  news  rather 
than  simply  covering  it.  Fluency  in 
Spanish  is  a  plus.  Send  resume  and 
Clips  to  Dino  Ciliberti,  city  editor. 

Send  your  resume,  references,  salary 
history  and  work  samples  to  The 
Herald  &  News,  988  Main  Avenue, 
Passaic,  NJ  07055. 


MANAGING  EDITOR 

The  Observer  &  Eccentric  Newspapers 
is  seeking  an  upbeat,  energetic  person 
to  oversee  our  Wayne  County  editorial 
department.  The  qualified  candidate 
must  possess  a  Bachelor's  degree  or 
equivalent,  experience  in  a  position 
requiring  the  exercise  of  judgment  in 
the  administration  of  staff,  policy,  finan¬ 
cial  resources  and  community  rela¬ 
tions.  A  thorough  understanding  of  the 
general  principles  of  libel,  bonder, 
privacy  and  copyright,  computer 
knowledge  a  must  in  QuarkXPress  and 
extensions.  Please  submit  resumes  to 
The  Observer  &  Eccentric  Newspapers, 
Job  Code:  Managing  Editor,  36251 
Schoolcraft  Road,  Livonia,  Ml  48150. 
Fax:  (734)  953-2057  or 
E-mail:  maryab@oc.homecomm.net 
All  resumes  must  include  job  code. 

EOE/DFW 


_ EDITORIAL _ 

EDITOR 

Turley  Publications,  publishers  of 
several  award-winning,  weekly  news¬ 
papers  in  Western  Massachusetts, 
seeks  a  dynamic  and  talented  individ¬ 
ual  to  take  the  reins  as  editor  of  a  suc¬ 
cessful  weekly  newspaper. 

Candidates  should  possess  outstanding 
editing  and  management  skills.  We  are 
looking  for  someone  who  will  guide  the 
team  at  this  1 1 1 -year-old,  fully 
paginated  newspaper  into  the  millen¬ 
nium  by  continuing  top-notch  coverage 
of  local  news  and  features  and  by 
bringing  national  and  state  issues 
home.  Knowledge  of  QuarkXPress, 
degree  in  journalism  preferred. 

Competitive  salary  and  autstanding 
benefits. 

Send  resume,  cover  letter,  three  clips  or 
samples  of  work  as  an  editar  to: 

Pat  Turley,  Publisher 
TuHey  Publications 
24  Water  Street,  Palmer,  MA  01 069 

EXPERIENCED  NEWS  ARTIST  needed 
to  handle  graphics,  illustrations,  some 
special-section  design.  Requires 
Photoshop,  Illustrator,  Freehand  and 
QuarkXPress  experience.  Pay  and 
benefits  among  the  best  in  the  busi¬ 
ness.  Resume,  cover  letter,  work  sam¬ 
ples  to  Frank  Craig,  AME,  The  Blade, 
541  N.  Superior  Street,  Toledo,  OH 
43660.  (419)  724-6163.  E-mail: 
fcraig@theblade.com 

HIGHER  EDUCATION  REPORTER 

!  The  Centre  Daily  Times,  a  Knight 
Ridder  newspaper  in  a  Big  Ten  tawn, 
seeks  a  reporter  with  at  least  3-5 
years'  experience  to  cover  our  most 
important  beat  -  Penn  State.  Send 
resume  and  clips  that  demonstrate 
enterprise,  depth  and  writing 
excellence  ta  Managing  Editor  Becky 
j  Bennett,  Centre  Doily  Times,  P.O.  Box 
i  89,  State  College,  PA  1 6804,  or 
I  E-mail  bbennett@centredaily.com 

LEAD  WRITER  FOR  high  school  sports 
at  The  Virginian-Pilot,  220,(XX)  circula¬ 
tion  paper  with  45  schools  in  its  cov¬ 
erage  area.  Responsible  for  weekly 
ano/or  daily  gome  coverage,  writing 
feature  stories  leading  up  to  games, 
writing  trend  stories  off  beat,  compiling 
statistics.  Team  player  needed.  Send 
resume  and  clips  to  Battinto  Batts,  high 
school  sports  editor,  150  W.  Bram- 
j  bleton  Avenue,  Norfolk,  VA  23510. 

No  phone  calls,  please 

LEGAL  AFFAIRS  REPORTER 

If  you're  a  reporter  interested  in  a  legal 
beat,  we  want  to  talk  with  you.  We're 
a  weekly  newspaper  that  prizes 
aggressive,  enterprising  journalism 
about  the  practice  and  business  of  law. 
No  legal  background  required.  Com¬ 
petitive  salary,  benefits.  American 
Lawyer  Media  chain.  Send  resume  and 
clips  to  Editor-in-Chief,  New  Jersey 
Law  Journal,  P.O.  Box  2(X)81,  238 
Mulberry  Street,  Newark,  NJ  07101- 
6081. 


_ EDITORIAL _ 

LIKE  COMPETITION?  Hate  boring  writ¬ 
ing?  We  need  a  motivated,  aggressive 
reporter  who  has  a  way  with  words  to 
cover  one  of  the  fastest  growing  areas 
in  the  country.  Fourteen -person 
editorial  staff  writes  for  both  the  Bonita 
Banner,  a  30,0(X)-circulation  twice- 
weekly,  and  the  Naples  Daily  News,  a 
50,000-circulation  daily.  Both  are  con¬ 
sistently  judged  among  the  best  news¬ 
papers  in  the  state.  Send  a  resume, 
cover  letter  and  writing  samples  to 
Todd  Pratt,  Bonita  Banner,  P.O.  Box  40 
Bonita  Springs,  FL  34 1 35  or  ta: 

tjpratt@naplesnews.com 


MANAGING  EDITOR  FOR  NEWS 

New  Hampshire's  largest  newspapers 
seek  an  editor  with  supervisory  experi¬ 
ence  who  can  increase  readership  with 
caverage  that  is  lively,  accurate,  rele¬ 
vant  -  and  ahead  of  the  competition.  If 
you  have  a  hard-news  reporting  back¬ 
ground,  administrative  skills,  and  can 
help  a  talented  staff  produce  its  best 
work,  send  your  resume  and  clips  to: 

Human  Resources  Department 
Union  Leader  Corporation 
P.O.  Box  9555 

Manchester,  NH  03 1 08-9555 
Fox:  (603)668-8920 


MANAGING  EDITOR  IN  PRAGUE,  CZ 
The  Prague  Post,  the  leading  English 
language  weekly  in  Central  Europe, 
seeks  a  proven  journalist  to  become 
the  newspaper's  new  MANAGING 
EDITOR.  Excellent  professional  back¬ 
ground,  newspaper  management  expe¬ 
rience,  spoken  and  written  English  are 
required,  Czech  language  skills  a  plus. 

Strong  knowledge  of  Czech  news, 
business  and  cultural  life  is  essential  but 
can  be  developed  in  the  position. 

For  more  information,  contact  Richard  A. 
Greene  at  ragreene@praguepost.cz 
More  detailed  info  www.praguepost.cz 

NEWS  EDITOR 

Aword-winning,  7,500  circulation  five- 
day  morning  newspaper  in  historic 
southwest,  GA,  seeks  news  editor. 
Ideal  candidate  will  possess  strong 
news  judgment,  editing  and  pagination 
(QuarkXPress)  skills.  Great  benefits. 
Send  resume  and  examples  of  work  to 
Beth  Alston,  ME,  Americas  Times- 
Recorder,  P.O.  Box  1247,  Americas, 
GA  3 1 709  or  E-mail: 

atrthom@surfsouth.com 

(912)924-2751 


NORTHWEST  20,000-CIRCULATION 
daily  is  looking  to  expand  its 
newsroom.  Potential  positions  from 
reporter  to  the  newsroom's  top  spot. 
Seeking  experienced  journalists  who 
can  add  energy,  innovation  and  lead¬ 
ership.  Ability  to  communicate,  work 
and  live  in  a  community  based  on  an 
outdoors  lifestyle  and  family  values 
essential.  Salaries  commensurate  with 
experience.  Send  cover  letter,  resume 
and  salary  history  to  Box  08850, 
Editar  &  Publisher. 


_ EDITORIAL _ 

NEWS  EDITOR 

This  is  the  number  2  newsroom  post  at 
an  award  winning  13,000  PM  daily. 
Reports  to  the  managing  editor. 
Responsibilities  includes  coaching 
reporters,  making  assignments,  copy 
editing,  page  layout  and  column  writ¬ 
ing.  QuarkXPress  experience  a  must. 
Ideal  for  strong  reporter  seeking  to 
move  up.  Join  our  team  and  live  on  the 
beautiful  southeastern  seaboard.  Send 
your  resume  with  cover  letter  telling  us 
why  you  think  you  are  the  one  for  the 
job  to  Managing  Editor,  The  Daily 
Herald,  P.O.  Box  520,  Roanoke 
Rapids,  NC  27870  or  fax  it  to  (252) 
537-2314. 

PAGE  DESIGNERS:  We're  looking  for 
2  page  designers  with  strong  editing 
skills  for  our  7-member  universal  desk. 
You'll  design  and  edit  news,  feature 
and  sports  pages  -  insides  and  covers. 
Strong  QuarkXPress  skills  needed, 

;  Freehand  and  Photoshop  experience 
{  preferred.  Salary  based  on  experience. 

'  Resume,  samples  to  Rick  Madewell, 
i  The  Herald  Bulletin,  P.O.  Box  1090, 

:  Anderson,  IN  4601 5. 

PHOTO  SUPERVISOR 

i 

I  The  Times-News,  a  family-owned 
I  newspaper  in  Erie,  PA,  is  looking  for  a 
photo  supervisor  to  lead  and  supervise 
I  a  five- person  photo  staff. 

j  You'll  be  in  charge  of  making  recom- 
j  mendations  on  photo  decisions  for  our 
I  front  page,  Icxral  page,  sports  and 
i  feature  photos.  You'll  also  play  a  lead¬ 
ing  role  as  we  make  the  transition  next 
year  from  producing  three  editions  a 
day  (two  afternoon  editions  and  one 
morning  edition)  to  a  morning-only 
paper.  We  are  looking  for  someone 
I  with  a  passion  for  news,  strong 
I  technicol  skills  and  a  sharp  eye  for 
I  dramatic,  storytelling  photographs  and 
I  how  those  photos  will  play  on  the 
’  page. 

1 

If  you  can  inspire  and  coach  your  staff 
and  work  collaboratively  with  editors 
and  reporters,  we'd  like  to  hear  from 
I  you.  We  offer  a  competitive  salary  and 
j  a  promise  that  Erie  is  a  great  place  on 
I  a  GrciOt  Lake  to  make  great  photos. 

I  Send  work  samples,  and  tell  us  about 
your  experience  in  photography, 
picture  editing  and  management  in  a 
cover  letter  and  resume  to: 

Tony  Pasquole 
Times  Publishing  Company 
205  W.  12th  Street 

Erie,  PA  16534 


REPORTER  -  The  Gazette,  a  100,000 
doily  in  Colorado  Springs,  is  seeking  a 
reporter  to  cover  general  assignments 
and  develop  enterprise  pieces  for  the 
Monday  “Our  Town”  section.  Candi¬ 
dates  should  be  able  to  juggle  several 
assignments  at  once  and  have  a  knack 
for  finding  neighborhood-level  stories 
that  reflect  the  many  dimensions  of  our 
community.  Send  cover  letter,  resume 
and  six  reporting  clips  to  Jim  Borden, 
assistant  managing  editor.  The 
Gazette,  30  S.  Prospect  Street,  Col¬ 
orado  Springs,  CO  80903. 

No  phone  calls,  please 
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PROJEaS  LEADER 

The  Omaha  World-Herald,  an 
employee-owned  newspaper  with  Sun¬ 
day  circulation  of  285,000,  is  seeking 
reporter  or  an  editor  to  lead  major  pro¬ 
jects.  You  could  be  right  For  the  posi¬ 
tion  if  you  have  demonstrated  the 
capacity  as  a  reporter  or  editor  to 
bring  projects  to  publication  by  col¬ 
laborating  with  a  team  of  reporters, 
photographers,  graphic  artists,  copy 
editors,  page  designers  and  senior 
editors.  We  offer  the  opportunity  to 
work  for  a  statewide  newspaper  cover¬ 
ing  both  urban  and  rural  issues  Fram  a 
growing,  vibrant  metropolitan  area  of 
700,000.  To  apply,  send  a  resume,  let¬ 
ter  and  work  samples  to  Jeff  Gauger, 
assistant  managing  editor,  World- 
Herald  Square,  Omaha,  NE  68102. 


REPORTER  FOR  SMALL,  top  CA  daily. 
Resume,  clips  to  Mark  Derry,  P.O.  Box 
22365,  Gilroy,  CA  95020  or  (408) 
842-2206  or  editor@gaHic.com 


REPORTER  SOUGHT  for  progressive 
twice  weekly  in  metro  Atlanta.  Above- 
average  pay,  benefits,  working  condi¬ 
tions  at  General  Excellence  paper. 
Photo  experience  a  big  plus.  Clips, 
resume  to  The  Walton  Tribune,  P.O 
Box  808,  Monroe,  GA  30655. 


REPORTER:  Good  little  daily  in  the 
Sierra  foothills  of  California  seeks 
reporter  candidates  to  cover  local  gov¬ 
ernment.  Experience  a  must.  Send  your 
three  best  clips  and  a  letter  explaining 
why  we  should  hire  you  to  Judy  Brill, 
city  editor.  The  Union,  1 1 464  Sutton 
Way,  Grass  Valley,  CA  95945  or 
E-mail:  judyb@theunion.com 


j  REPORTER:  The  Gazette,  a  100,000 
daily  in  Colorado  Springs,  is  seeking  a 
i  senior  writer  for  the  metro  news  staff. 
Candidates  should  be  able  to  anchor 
breaking  news,  develop  o  steady  flow 
of  sophisticated  enterprise  and  pro¬ 
duce  home-run  projects.  An  understan¬ 
ding  of  computer  assisted  reporting  is 
;  a  plus.  Send  cover  letter,  resume  and 
six  reporting  clips  to  Cliff  Foster,  city 
I  editor.  The  Gazette,  30  S.  Prospect 
Street,  Colorado  Springs,  CO  80903. 

I  No  phone  calls,  please 


REPORTER 

General  assignment  reporter  responsi¬ 
ble  for  news  and  Feature  reporting 
assignments  as  needed  for  a  com¬ 
munity  daily  in  Los  Angeles  County  that 
delivers  a  robust  local  news  report. 
Candidate  must  have  a  B.A.  or 
equivalent  daily  experience  with  a  min¬ 
imum  of  two  years  reporting  experi¬ 
ence  preferred.  Will  interview  promis¬ 
ing  grads.  Send  responses  to  Antelope 
Valley  Press,  P.O.  Box  4050, 
Palmdale,  CA  93590-4050,  Attn: 
Personnel. 
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REPORTER 

Immediate  opening  at  1 3,000  circula¬ 
tion  daily  on  the  broutiful  southeastern 
seaboard.  Ideal  candidate  will  be  look¬ 
ing  to  cover  hard  news,  work  a  beat, 
and  handle  some  general  assignment 
work.  One  year  professional  experi¬ 
ence  preferred,  but  sharp  recent  jour¬ 
nalism  graduate  welcome.  Join  our 
team  and  be  only  3  hours  From  Wash¬ 
ington  D.C.  Send  your  resume  along 
with  clips  to  Wade  Nelms,  managing 
editor.  Daily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870. 

SPORTS  EDITOR  -  The  Signal,  a  daily 
newspaper  in  Santa  Clarita,  CA,  seeks 
an  energetic  sports  editor  to  lead  three 
reporters  in  covering  local  youth,  high 
school  and  college  sports.  Knowledge 
of  QuarkXPress  helpful.  Santa  Clarita 
is  about  40  minutes  from  downtown 
Los  Angeles,  and  home  to  Six  Flags 
Magic  Mountain.  Please  Fax  a  resume 
to  Tim  Whyte,  managing  editor: 

(661)255-9689 

EDITORIAL 
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REPORTER 

National  award-winning,  40,000- 
circulation  daily  in  Central  Washington 
seeks  self-motivated,  resourceful 
reporter  who  can  spot,  explore, 
understand  and  clearly  explain  issues. 
Western  U.S.  applicants  with  two- 
years'  experience  on  a  daily  preferred; 
Spanish-language  skills  a  plus.  Send 
resume,  references  and  clips  to  Human 
Resources  Department,  Yakima  Herald- 
Republic,  P.O.  Box  9668,  Yakima,  WA 
98909.  We  are  a  member  of  The  Seat¬ 
tle  Times  group  and  an  equal  opportu¬ 
nity  employer. 

SAFARI  CLUB  INTERNATIONAL  seeks 
a  managing  editor  to  plan,  write,  and 
edit  its  prestigious  hunting  publications. 
Must  have  extensive  experience  ond  a 
brood  knowledge  of  hunting.  Salary 
range  $45-55K.  Send  resume  to  Safari 
Magazine,  Human  Resources,  4800 
West  Gates  Pass  Road,  Tucson,  AZ 
85745. 
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REPORTER 

The  Daily  Iberian,  in  the  heart  of  Louis¬ 
iana's  Cajun  Country,  is  looking  for  a 
general  assignment  reporter  for  our  7- 
day,  15,000-circulation,  award-win¬ 
ning  newspaper.  The  ideal  candi¬ 
date  will  have  strong  writing,  spelling 
and  grammar  skills,  as  well  as  an 
intense  curiosity.  Send  cover  letter, 
resume  and  clips  to  Jim  Smith,  manag¬ 
ing  editor.  The  Daily  Iberian,  P.O.  Box 
9290,  New  Iberia,  LA  70562  or  fax  to 
(318)  367-9640  or  Email  to: 

doi  lyiberian@AISP.  net 


REPORTER 

The  New  Haven  Register,  a  100,000-i- 
morning  daily  in  Yale's  hometown, 
seeks  a  reporter  with  a  strong  back¬ 
ground  in  local  news  coverage  For  its 
Metro  Desk.  Beat  open  is  covering 
large  suburban  town  contiguous  to 
New  Haven.  Good  salary  and  benefits, 
j  Letter,  resume  and  half-dozen  writing 
should  be  sent  to  Mark  Brackenbury, 
local  news  editor.  New  Haven  Register, 
40  Sargent  Drive,  New  Haven,  CT 
06511-5918. 

No  phone  calls,  please 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  Focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


Newliiiies 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news  and  features, 
restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco, 

Los  Angeles,  Cleveland  and  St.  Louis.  Our  stories  inform 
and  entertain  readers,  provoke  strong  reactions,  and 
win  national  awards.  We  are  accepting  applications 
now  for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MANAGING  EDITOR 
PHOENIX  AND  HOUSTON 

This  position  requires  fine  writing  and  editing  skills  and 
the  ability  to  help  staffers  produce  superior  stories.  The 
managing  editor  also  supervises  the  day-to<lay  operations  of 
the  editorial  department.  Houston  candidates  should 
have  a  strong  feature/ arts  background:  Phoenix  candidates 
should  be  well  grounded  in  news. 

ASSOCIATE  EDITOR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background 
who  can  craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 

LOS  ANGELES,  DENVER  AND  FT.  LAUDERDALE 

This  job  entails  planning/ editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

New  Times  offers  competitive  salaries  and  benefits. 
Interested  candidates  should  send  cover  letter, 
resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver,  CO  80217 

To  loarn  more  about  New  Umos,  visit  our  website  at  www.newtiines.coffl. 
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SPORTS  COPY  EDITORS 
Las  Vegas  Review- Journal,  a  165,000 
circulation  morning  daily  serving  one 
of  the  fastest-growing  cities  in  the  coun¬ 
try,  is  seeking  sports  copy  editors  with 
strong  line-editing  abilities.  Minimum 
of  five  years  of  doily  newspaper  expe¬ 
rience  required.  Must  be  knowl¬ 
edgeable  about  sports  and  possess 
excellent  word  skills.  Must  hove  com¬ 
plete  command  of  spelling,  grammar, 
punctuation,  capitalization,  and  AP 
style.  Must  be  able  to  spot  typos, 
factual  errors,  and  gaps  in  stories; 
write  clear,  concise  headlines;  and 
work  on  tight  deadlines.  Pagination 
experience  is  a  bonus.  Send  cover  let¬ 
ter,  resume,  work  samples,  and 
references  to  Jim  Possum,  sports  editor, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070.  Please,  no  phone  calls.  EOE 

SPORTS  COPY  EDITOR 
We  are  a  200,000  circulation  Midwest 
daily  preparing  to  bulk  up  our 
weekend  sections.  We  need  someone 
who  is  creative  enough  in  page 
designing  to  draw  in  new  readers,  and 
tough  enough  to  be  demanding  with 
local  copy.  Full-page  composition 
experience  a  plus.  Great  city  to  raise  a 
family,  and  the  pay  and  benefits  are 
outstanding.  Send  resume  and  section 
samples  to  Box  08870,  Editor  &  Pub¬ 
lisher. 

SPORTS  COPY  EDITOR/DESIGNER 
The  Solina  Journal  is  expanding  its 
sports  desk.  The  Journal  is  a  33,000- 
circulation  newspaper  in  central  Kan¬ 
sas  with  a  six-person  sports  staff.  Our 
local  sports  coverage  ranges  from  high 
school  athletics  to  Big  12  Conference 
football  and  basketball.  Applicants 
should  have  strong  copy  editing  skills 
and  a  flair  far  design;  QuarkXPress 
experience  is  helpful  Duties  include 
editing  stories,  writing  headlines  and 
designing  pages.  To  apply,  submit 
clips  along  with  your  resume  to  Bob 
Davidson,  sports  editor.  The  Salina 
Journal,  333  S.  Fourth  Street,  Salina, 
KS  67401. 

SPORTS  COPY  EDITORS/WRITERS 

The  Centre  Daily  Times,  a  Knight 
Ridder  newspaper  covering  Penn  State, 
seeks  experienced  copy  editors  and 
writers  to  enhance  our  award-winning 
Big  Ten  and  high  school  sports  cov¬ 
erage.  Send  resume  and  tearsheets  or 
clips  to  Managing  Editor  Becky  Ben¬ 
nett,  Centre  Daily  Times,  P.O.  Box  89, 
State  College,  PA  1 6804,  or  E-mail  to: 
bbennett@centredaily.com 

SPORTS  COPY  EDITORS 
CBS  SportsLine  is  expanding  its  news 
operation  and  is  looking  for  aggressive 
sports  copy  editors.  Will  edit  staff  and 
wire  copy;  evaluate  relevance  of  news 
and  its  placement  on  the  company's 
site;  produce  packages  of  news/ 
features.  Degree  in  journalism;  self¬ 
starter.  Excellent  verbal  and  written 
communication.  Minimum  3  years  of 
newsroom  experience  at  a  daily  news¬ 
paper;  HTML  and  RainnKin  a  plus.  Com¬ 
petitive  benefits  and  compensation 
package  plus  sign  on  stock  options. 
Fax  your  resume  to  (954)  252-4039. 
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SPORTS  EDITOR 

Perennial  APSE  Top  10  daily  seeks 
innovator  for  top  sports  post.  Talented, 

1 1  -person  staff  covers  preps  and 
NASCAR  like  a  blanket,  travels  with 
the  Orioles  and  Penn  State  football, 
and  generates  front-page  enterprise. 
43,000  AM  in  scenic,  growing  market 
50  miles  north  of  Baltimore.  Resume, 
clips  or  section  samples  to  Managing 
Ec/itor,  Yark  Daily  Record,  P.O.  Box 
15122,  York,  PA  17405.  Check  us  out 
atwww.ydr.com  EOE 

SPORTS  OPPORTUNITY  -  The  Sentinel, 
a  1 6,000  7-day  daily,  seeks  a  sports 
editor  to  lead  its  starf  of  3  full-timers 
and  6  part-timers.  The  paper  provides 
the  technology  and  space  for  excellent 
coverage  with  a  focus  on  preps,  Penn 
State  Football  and  minor  league,  soc¬ 
cer,  baseball  and  hockey.  We  cover 
14  high  schools,  all  PSU  grid  games 
and  put  together  weekly  Football  and 
auto  racing  tabs  during  their  seasons 
and  publish  on  the  Web.  Strong 
copyediting  and  QuarkXPress  skills 
essential.  Management  experience  a 
plus.  Send  resume  and  non-returnable 
clips  to  Carol  Talley,  editor.  The  Sen¬ 
tinel,  P.O.  Box  130,  Carlisle,  PA 
17013.  Learn  more  about  us  and  our 
community  at  our  sites: 

www.cumbeHink.com 

www.PSUFootballNews.com 

SPORTSWRITER  WANTED  for  growing 
southern  Nevada  twice  weekly,  with 
plans  for  third  edition.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Send  resume  to  Hank  Bond, 
Pahrump  Valley  Times,  2160  E. 
Calvada  Blvd.,  Pohrump,  NV  89048. 

Fox  (775)  727-5309  or  E-mail  to 
hbond@pahrump.net 
Opening  is  immediate 

SPORTSWRITER:  Good  little  daily  in 
Sierra  foothills  needs  a  writer  to  cover 
preps,  the  outdoors  and  recreation 
sports.  (No  pros,  no  college.)  Recent 
grads  considered.  Send  your  three  best 
clips  and  a  letter  explaining  vHiy  we 
should  hire  you  to  Mike  DeCicco, 
sports  editor.  The  Union,  1 1 464  Sutton 
Way,  Grass  Valley,  CA  95945  or: 

E-mail:  miked@theunion.com 

SPORTSWRITERS  sought  for  fully- 
funded  Web  start-up.  Looking  for 
creative  individuals  who  don't  just 
regurgitate  last  night's  box  score.  Reg¬ 
ular  work  available  for  freelancers  who 
can  deliver  on  a  doily  or  weekly  basis 
and  come  up  with  angles  nobody  else 
thought  of.  E-mail  background  and  two 
writing  samples  to 

dporter@bsquared.com 

SPORTSWRITER 

The  Watertown  Daily  Times,  a  35,000- 
circulation  daily  in  Northern  New  York 
State,  seeks  an  energetic  sports  writer 
to  join  an  aggressive,  hard-working 
staff.  Responsibilities  include  covering 
all  aspects  of  high  school,  college  and 
recreational  sports.  Please  send 
resume/clips  to  Gregory  Gay,  execu¬ 
tive  sports  editor,  Watertown  Daily 
Times,  260  Washington  Street, 
Watertown,  NY  1 3601 . 


!  _ EDITORIAL _ 

STAR  MAGAZINE  -  REPORTER 
America's  leading  tabloid  weekly  is 
looking  for  hard-hitting,  aggressive 
reporters  to  join  its  news  team.  Good 
pay,  lots  of  travel,  based  in  either  New 
York  City  or  Los  Angeles.  Write  to  Dick 
Belsky,  Star  Magazine,  660  White 
Plains  Road,  Tarrytown,  NY  1 0591 . 

TAKING  APPLICATIONS  for  experi¬ 
enced  working  journalists  already  in  a 
newsroom  for  2-3  years.  We're  expan¬ 
ding  our  online  reporter  staff  to  report 
on  local  stories  within  our  market.  You 
need  strong  telephone  interviewing 
skills,  deadline  compliance,  an  E-mail 
account  and  a  desire  to  earn  extra 
money.  No  beginners.  We  have  no 
time  to  troin  you.  We'll  explain  how 
our  innovative  proven  program  works. 
E-mail  cover  letter,  writing  samples  to: 
tcoleman@dailyitem.com 

THE  APPEAL-DEMOCRAT,  a  Freedom 
Communications,  Inc.,  paper  in  North¬ 
ern  California  needs  a  community 
minded,  skilled  editor  to  lead  it's 
newsroom  of  30  bright  journalists.  Top 
candidates  will  hove  minimum  5  years 
editing  experience  and  be  ready  to 
take  a  top  notch  paper  into  the  future. 
Resume  to  Assistant  Publisher  M.  Olaf 
I  Frandsen,  1530  Ellis  Lake  Drive, 
Marysville,  CA  95901 .  No  colls. 

THE  BENNINGTON  BANNER  in 
southwestern  Vermont  has  an  opening 
for  a  beat  reporter.  The  only  require¬ 
ments  are  strong  work  and  news  ethics, 
a  way  with  words,  and  curiosity  about 
your  community.  If  journalism  is  just  a 
job,  don't  apply.  If  journalism  is  a  call¬ 
ing,  the  Banner  is  the  place  for  you. 
Good  benefits,  great  training.  Send 
cover  letter,  clips,  resume  to  Managing 
Editor  Robin  Smith,  425  Main  Street, 
Bennington,  VT  05201 . 

THE  GAZETTE  in  Colorado  Springs, 
CO,  is  seeking  on  aggressive  business 
reporter  to  work  with  award-winning 
staff.  Some  knowledge  of  small  busi¬ 
ness  and  workplace  helpful.  Journalism 
degree  and  three  years  reporting 
experience  necessary.  Send  resume 
and  clips  to  Business  Editor,  The 
Gazette,  P.O.  Box  1 779,  Colorado  Spr¬ 
ings,  CO  80901 . 

No  phone  calls,  please 

An  Equal  Opportunity  Employer 

THE  GREENSBORO  NEWS  & 
RECORD,  an  award-winning  100,000 
daily  in  central  North  Carolina,  seeks  a 
general  assignment  features  reporter 
who  is  equally  adept  at  covering  hard 
news  and  producing  in-depth 
enterprise  stories.  If  you  can  juggle  a 
variety  of  assignments,  if  you  prefer  cov¬ 
ering  a  range  of  topics,  and  if  you 
thrive  in  a  team-based  environment 
that  gives  you  the  freedom  to  develop 
and  explore,  this  could  be  that  dream 
job  you've  been  looking  for.  We  prefer 
a  minimum  of  3  years  reporting  expe¬ 
rience  and  a  solid  writing  portfolio. 
Send  resume,  cover  letter,  and  1 0  writ¬ 
ing  samples  to  Coda  Bagley,  features 
editor.  News  &  Record,  200  E.  Market 
Street,  Greensboro,  NC  27401 .  No 
calls  or  faxes,  please. 


_ EDITORIAL _ 

THE  HERALD,  a  55,000-circulation 
daily  newspaper  in  Everett,  WA, 
owned  by  the  Washington  Post  Co.,  is 
looking  for  top-notch  candidates  to 
make  their  mark  competing  in  a  three- 
newspaper  AM  market.  Located  35 
miles  north  of  Seattle,  we  cover 
Snohomish  County,  a  prosperous,  fast¬ 
growing  area  that  is  home  to  the 
largest  plant  af  the  Boeing  Co.,  many 
high-tech  companies  and  a  major 
Navy  base. 

AEROSPACE  VYRITER 
Energetic  beat  writer  will  cover  the 
aerospace  industry  in  Puget  Sound 
area,  with  emphasis  on  the  Boeing 
Company.  Work  will  include  breaking 
news,  features,  workplace  issues,  labor 
relotions  and  company's  corporate 
culture.  Also  will  cover  telecommunica¬ 
tions,  banking  ond  personal  finance. 

LOCAL  NEWS  EDITOR 
Enthusiastic  leader  will  work  noon  to  9 
p.m.  assisting  in  daily  operation  of  the 
city  desk,  coordinating  night  breaking 
news  and  helping  a  capable  staff  do  its 
job  more  effectively.  Management 
experience  desirable.  Strong  back¬ 
ground  as  a  reporter,  writer  or  copy 
editor  is  essential. 

Check  us  out  online  at 

http:  /  /  WWW.  heraldnet.  com 
To  apply,  send  a  letter,  resume  and 
five  examples  of  your  best  work  (clips, 
projects  you  coordinated,  other  on-the- 
job  successes)  to  Stan  Strick,  executive 
editor.  The  Herald,  P.O.  Box  930, 
Everett,  WA  98206-0930.  Questions 
welcomed.  Women  and  minorities 
efKouraged  to  apply. 

1  - 

THE  NORWALK  REFLEaOR,  a  grow¬ 
ing  (9,100  circulation)  daily  newspa¬ 
per  in  North  Central  Ohio,  has  open¬ 
ings  for  two  newsroom  professionals. 
Norwalk  is  located  just  10  miles  from 
Lake  Erie  tourist  attractions  and  only  an 
hour  from  Cleveland.  It  has  excellent 
schools  and  safe,  pleasant 

I  neighborhoods.  The  newspaper  is  fam- 

J  ily-owned  and  offers  an  excellent  bene¬ 
fits  program.  Both  the  publisher  and 

I  managing  editor  are  seasoned 
newsroom  veterans. 

REPORTER  -  We  need  a  solid  writer 
with  interest  in  depth  reporting.  The 
emphasis  is  on  local  news.  Reliable 
veteran  is  our  first  choice  but  we'll 
listen  to  a  promising  beginner. 

PHOTOJOURNALIST  -  We  need  a 
person  with  a  nose  for  news  that  loves 
to  see  his  or  her  work  on  Page  1  every 
day.  We're  electronic  and  we  paginate 
but  we  don't  need  a  cyber-junkie.  We 
need  a  shooter  -  one  who  can  also 
write  a  solid  cutline. 

To  apply,  send  resume  and  letter  of 
application  to  Bette  Pearce,  managing 
editor,  Norwalk  Reflector,  P.O.  Box 
71,  Norwalk,  OH  44857.  Fax  (419) 
668-2424.  E-mail: 

pearce@gorefiector.com  Visit  our 
web  site  atwww.norwalkreflector.com 
Equal  Opportunity  Employer 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

THE  ORANGE  LEADER,  a  10,000 
circulation  daily,  has  immediate  open¬ 
ings  for  copy  editor,  news  reporter  and 
sports  writer.  Send  resume,  references, 
samples  of  work  to  Editor,  The  Orange 
Leader,  P.O.  Box  1028,  Orange,  TX 
77631;  Fox  (409)  883-6342. 

Phone  (409)  883-3571 _ 

THE  PADUCAH  (KY)  SUN,  the  flagship 
newspaper  of  family  owned  Paxton 
Media  Group,  is  seeking  an  experi¬ 
enced  news  copy  editor.  The  Sun  is  a 
31 ,000-circulation,  7-day  AM  with  sub¬ 
scribers  in  17  western  Kentucky  and 
southern  Illinois  counties.  Position 
requires  steadfast  commitment  to 
defense  of  the  language;  ability  and 
willingness  to  rewrite  uninspired  or  dis¬ 
jointed  copy;  and  proven  news  judg¬ 
ment.  Some  basic  paginatian  work  on 
a  DTI  editorial  system  required.  Train¬ 
ing  provided.  Pay  based  on  experi¬ 
ence.  The  company,  which  operates  25 
daily  newspapers  in  nine  states,  offers 
c>ension  AND  compony-matched  401  (k); 
health,  other  benefits:  and  opportu¬ 
nities  for  professional  advancement. 
Send  resumes  to  Executive  Editor 
Karl  Harrison,  The  Paducah  Sun,  408 
Kentucky  Avenue,  Paducah,  KY 
42001. 


THE  POST-TRIBUNE,  Northwest  Indi¬ 
ana's  fastest  growing  daily  newspaper, 
is  seeking  an  experienced  reporter  and 
talented  writer  to  join  its  staff.  The  ideal 
candidate  would  have  at  least  three 
years  reporting  experience  and  a 
creative  opproa^  to  conceiving,  report¬ 
ing  and  writing  stories.  Candidates 
should  be  capable  of  producing  clean, 
crisp  copy  and  have  a  desire  to  com¬ 
pete  in  one  of  the  countries  hottest 
newspaper  markets.  Send  resume,  clips 
and  references  to  Stephen  Snelgrove, 
managing  editor,  Post-Tribune,  1065 
Broadway,  Gary,  IN  46402. 


THE  ST.  JOSEPH  NEWS-PRESS,  an 
award-winning  newspaper  in  North¬ 
west  Missouri,  is  hunting  for  an 
agriculture  reporter.  The  desired  can¬ 
didate  will  be  familiar  with  agricultural 
issues  in  the  Midwest  and  will  have  a 
familiaritv  with  the  hog  industry.  Can¬ 
didates  should  have  two  years  experi¬ 
ence,  though  talented  beginners  will  be 
considerea.  Send  a  resume  with  eight 
clips  to  Robyn  Davis,  business  editor, 
St.  Joseph  News-Press,  P.O.  Box  29, 
St.  Joseph,  MO  64502. 


THE  WATERLOO  COURIER  -  winner  of 
two  1998  Iowa  General  Excellence 
and  the  National  Newspaper  Associa¬ 
tion's  Best  of  States  awards  -  has  three 
openings  for  reporters,  one  immediate 
and  two  later  this  summer. 

The  positions  include  coverage  of 
county  government,  education  (includ¬ 
ing  the  University  of  Northern  Iowa 
and  a  community  college)  and  the 
police  beat.  We  want  high-energy  peo¬ 
ple  with  the  curiosity  and  initiative  to 
replace  individuals  who  swept  state 
awards  for  feature  and  in-depth 
reporting  and  are  moving  on  to 
metros. 

The  Courier  is  a  48,000  PM  daily  in  a 
125,0(X)  metro  area  in  Northeast 
Iowa.  Please  send  resume  and  clips  to 
Saul  Shapiro,  editor,  Waterloo 
Courier,  P.O.  Box  540,  Waterloo,  lA 
50704. 


! _ EDITORIAL _ 

TOP  BUSINESS  JOURNAL  SEEKS  ME 
Atlanta  Business  Chronicle,  named  one 
of  the  five  best  business  weeklies  by  the 
Society  of  Business  Editors  and 
Writers,  is  looking  for  a  top-notch 
managing  editor  with  great  writing 
skills,  strong  news  judgment,  manage¬ 
ment  experience  and  desire  to  coach 
and  train  reporters  in  a  highly  com- 
I  petitive  environment.  Send  resumes  to 
I  Atlanta  Business  Chronicle,  1801 
i  Peachtree  Street,  Atlanta,  GA  30309. 

WANTED:  Government-political  reporter 
to  join  three-person  team  on  a  35,000 
daily  that  covers  politics  and  government 
on  all  levels  from  a  twin  city  divided  by  a 
state  line.  Candidates  should  hove  expe¬ 
rience  academically  or  professionally. 
Send  resume,  clips  to  Ethel  Channon, 
Texarkana  C^zette,  P.O.  Box  621, 
Texarkana,  TX  75504. 

!  ENTRY  LEVEL 

I  COPY  EDITOR  -  Mid-Michigan  daily 
I  seeks  on  energetic  addition  to  its  six- 
member  cc^yAlesign  desk.  Knowledge 
!  of  QuarkXPress  a  must.  Qualified  can¬ 
didate  must  have  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  group  in  Michigan. 
Equal  Opportunity  Employer.  Send  a 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
I  of  your  best  copy-desk  work,  by  July  2 
I  to  Tom  Limmer,  news  editor,  Jackson 
j  Citizen  Patriot,  214  S.  Jackson  Street, 

I  Jackson,  Ml  49201-2282.  No  phone 
I  calls,  please. 

REPORTER 

j  Immediate  opening  at  1 3,000  circula- 
I  tion  daily  on  the  beautiful  southeastern 
I  seaboard.  Ideal  candidate  will  be  look- 
I  ing  to  cover  hard  news,  work  a  beat, 

I  and  handle  some  general  assignment 
I  work.  One  year  prafessional  experi- 
j  ence  preferred,  but  sharp  recent  jour- 
i  nalism  graduate  welcome.  Join  our 
!  team  and  be  only  3  hours  from  Wash- 
j  ington  D.C.  Send  your  resume  along 
:  with  clips  to  Wade  Nelms,  managing 
!  editor.  Daily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870. 

SPORTSWRITER  WANTED  for  growing 
southern  Nevada  twice  weekly,  with 
plans  for  third  edition.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu- 
I  ate.  Send  resume  to  Hank  Bond, 
Pahrump  Valley  Times,  2160  E. 
Calvoda  Blvd.,  Pahrump,  NV  89048. 

Fox  (775)  727-5309  or  E-mail  to 
hbond@pahrump.net 
Opening  is  immediate 

HNANCE 


CORPORATE  CONTROLLER 
Privately  held  $70  million  multi-entity 
company  seeking  experienced,  bright, 
energetic  individual  (or  corporate  con¬ 
troller.  Significant  experience  required 
in  management,  finance,  accounting, 
technical  Dusiness  systems,  budgeting, 
cash  management,  risk  management, 
financial  statement  preparation  and 
analysis,  state  and  federal  taxes,  gov¬ 
ernment  reporting  and  benefits.  Head¬ 
quartered  in  Reno,  the  company  owns 
community  newspapers  and  other  busi¬ 
nesses  in  five  western  states.  The  posi¬ 
tion  reports  directly  to  the  President 
and  the  Board.  Great  communication 
skills  a  must.  Stellar  compensation 
package  including  bonus  program, 
deferrra  compensation  plan,  401  (k), 
health  and  dental.  Send  resume  to 
Director  of  Human  Resources,  Swift 
Newspapers,  Inc.,  500  Double  Eagle 
Court,  Reno,  NV  8951 1 . 


INFORMATION  SYSTEMS 

j  ASSISTANT  SYSTEMS  ANALYST 

The  Times-Picayune  seeks  on  energetic 
individual  to  join  the  technical  support 
staff  in  our  Systems  Department. 

We  are  looking  for  candidates  with  a 
I  background  in  newspaper  systems 
I  applications  who  are  adept  at  PC/Mac 
I  hardware  and  software  troubleshoot- 
j  ing.  Some  knowledge  of  TCP/IP 
I  networking  a  bonus. 

!  An  Equal  Opportunity  Employer  M/F 
I  Interested  applicants  can  send  a 
resume  and  cover  letter  to: 

Tom  Porrien,  Systems  Manager 
The  Times-Picayune 
3P0O  Howard  Avenue 
New  (DHeans,  LA  70 1 25- 1 429 

COMPUTER  TECHNOLOGIST 
Kansas  State  University,  Department  of 
Communications  is  seeking  an 
energetic  and  knowledgeable  person 
to  provide  Macintosh  and  Windows 
based  microcomputer  hardware,  soft¬ 
ware,  and  network  technical  support. 
To  apply,  send  a  cover  letter,  resume, 
i  and  three  references  by  July  2,  1999 
I  to  Gina  Bingham,  301  Umberger  Hall, 
I  Manhattan,  KS  66506-3402. 

Kansas  State  University  is  an 
!  Equal  Opportunity  Employer 


MIS  DIREaOR 

A  strong  newspaper  Company  in  Zone 
2  is  looking  (or  a  MIS  pro(essional, 
with  a  minimum  of  5  years  newspaper 
technical  and  managing  experience. 
This  is  a  multi-site  networked  pub¬ 
lishing  systems  for  Advertising,  Circula¬ 
tion,  Editorial,  Finance  and  Production. 
Candidates  must  be  experienced  in  MS 
Word  and  QuarkXPress  and  have 
extensive  knowledge  of  Novel  and  NT 
networking.  Experience  with  GEAC 
(Collier  Jackson),  VAX  and  other  soft¬ 
ware  packages  very  beneficial.  The 
ideal  candidate  will  possess  excellent 
verbal  and  written  communication 
skills.  We  offer  a  competitive  wage 
I  and  comprehensive  benefit  package 
including  health,  dental  benefits, 
401  (k)  and  paid  vacations.  Please 
forward  resume  and  letter  of  interest  to 
Box  08851 ,  Editor  &  Publisher. 


_ MAILROOM _ 

MAILROOM  FOREAAAN 
Mailroom  foreman  needed  for  Zone  2 
seven  day  daily  with  35,000  circula¬ 
tion.  We  need  a  professional  with 
strong  organizational  and  mechanical 
skills.  Must  be  able  to  assess  personnel, 
and  make  needed  changes  to  build  a 
strong  future  staff.  Must  have  strong 
background  in  planning,  training, 
budget  and  deadline  adherence.  Expe¬ 
rience  with  Muller-Martini  inserters  a 
plus.  Send  replies  to  Box  08860,  Editor 
&  Publisher. 


Send  Etf'f'P  Box  Replies  to: 


Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  1001 1 


MAILROOM _ 

MANUFACTURING 

SUPERVISOR 

The  Times  Newspaper  is  seeking  a 
Manufacturing  Supervisor  with 
mechanical  aptitude  to  manage  and 
supervise  our  Night  Packaging 
Department  operation.  Hours  are  10 
p.m.  to  6  a.m.  Candidates  should  have 
previous  manufacturing  management 
experience  and  the  ability  to  supervise 
and  work  with  a  large  production  staff 
Willing  to  train  the  right  individual. 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  orga¬ 
nizational  and  communication  skills. 
Must  also  be  able  to  meet  deadlines 
and  maintain  a  clean,  safe  work 
envi’-'ximent. 

We  offer  a  competitive  salary  and 
benefits  package.  Pre-employment 
physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
THE  TIMES 
500  Perry  Street 
P.O.  Box  847 
Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 

PREPRESS 

PREPRESS  MANAGER 

The  San  Diego  Union-Tribune  is  seek¬ 
ing  an  experienced  Prepress  Manager 
to  direct  the  operations  and  activities  of 
the  Union-Tribunes'  Prepress  Depart¬ 
ments.  Reporting  directly  to  the  Opera¬ 
tions  Director,  you  will  oversee  the  Com¬ 
posing  Room,  Camera/Platemaking, 
Ad  Services,  Ad  Layout  and  Color  Lab 
departments.  Strong  organizational 
and  strategic  planning  skills  are 
necessary  to  develop  prepress  strate¬ 
gic  and  operating  plans  as  well  as 
capital  and  expense  budgets,  ensuring 
the  organization  meets  its  strategic 
objectives.  In  addition  you  will  lead  in 
j  the  analysis  that  continuously  monitors 
j  and  improves  the  operations  of  the 
I  prepress  areas,  reinforcing  our  commit- 
j  ment  to  on-time  performance  and  qual- 
ity. 

The  candidate  we  seek  must  have 
extensive  knowledge  and  technical 
expertise  with  prepress  equipment  (All 
imagesetters  and  scanners,  current  RIP 
technology,  and  postscript  systems). 
Must  have  strong  management  experi¬ 
ence  and  skills  to  develop,  coach,  and 
support  a  large  group  of  100-t-  staff. 
Bachelor's  degree  in  Business  or 
technical  field  and  knowledge  of  four 
color  correction  is  a  must. 

Please  send  resume  and  salary  history 
to: 

The  San  Diego  Union-Tribone 
Human  Resources  Department 
Job65-99/KKEP 
P.O.  Box  120191 
San  Diego,  CA  921 12-0191 

An  Equal  Opportunity  Employer 
www.uniontrib.com 
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HELP  WANTED 


_ PRESSROOM _ 

PRESS  OPERATORS 

Experienced  Goss  Offset  newspaper 
press  operators  needed  at  Denver's 
fastest  growing  newspaper.  Seven 
years  of  double-width  experience  with 
preference  to  applicants  with  Colorliner 
operator  experience.  State-of-the-art, 
7-year-old,  all  Colorliner  facility.  We 
offer  a  competitive  salary  and  benefits 
package.  Great  place  to  work  with 
G.C.I.U.  contract.  Located  30  minutes 
away  from  Rocky  Mountain  recrea¬ 
tional  areas  offering  skiing,  hiking,  hun¬ 
ting  and  fishing. 

Interested  candidates  please  send 
resume  to: 

Human  Resources  -  Cindy  Uribe 
Denver  Rocky  Mountain  News 
400  W.  Colfax  Avenue 
Denver,  CO  80204 


PRESS  OPERATORS 

The  Ledger  in  Lakeland,  FL,  is  seeking 
experienced  press  operators.  Ideal 
candidates  will  need  to  have  at  least 
four  to  five  years  of  experience  in  high 
quality  web  offset  printing.  Must  be 
familiar  with  all  press  operations  of 
four  color  printing.  Must  be  able  to 
troubleshoot  and  correct  common  press 
related  problems.  Attention  to  quality  is 
essential.  Candidates  should  be  self- 
motivated,  driven,  able  to  work 
cohesively  with  other  team  members 
and  willing  to  work  all  shifts.  Com¬ 
petitive  salary,  outstanding  benefits 
package  with  401  (k).  Opportunity  for 
advancement  and  a  positive  work 
environment  in  brand  new  facility  with 
state-of-the-art  Colorliner  presses. 
Interested  candidates  mail  resume  to 
The  Ledger,  Attn:  Pressroom  Manager, 
P.O.  Box  408,  Lakeland,  FL  33802- 
0408.  Visit  online  at 

www.theledger.com 
and  tour  the  pressroom. 


PRESS  OPERATORS  and  4-COLOR 
STRIPPERS  NEEDED.  Skilled,  experi¬ 
enced  and  quality  minded  individuals 
to  join  our  newspaper  team  in  the 
foothills  of  Northern  California.  Goss 
Community,  and  Four  Color  experi¬ 
ence  preferred.  Please  send  resumes  in 
confidence  to  the  Auburn  Journal,  P.O. 
Box  5910,  Auburn,  CA  95604. 


PRESSROOM  MANAGER  -  Full  charge 
of  3  shifts,  with  an  8  unit  community 
web  press  (cold)  expanding  to  26  units 
(4  towers  and  2  folders)  and  bindery 
line.  Staff  management  paper  inven¬ 
tory/ordering,  waste  management, 
scheduling,  quality  control,  main¬ 
tenance  and  parts  control,  supplies. 
Required  5+  years  experience  with  com¬ 
munity  cold  web  presses,  excellent 
moth,  analytical  and  personnel  skills. 
Focus  on  quality,  cost  controls  and  pro¬ 
ductivity.  Excellent  pay  and  benefits  in 
a  growing  company.  Send  resume, 
salary  history  and  requirements,  and 
cover  letter  detailing  why  you  are  the 
ideal  candidate  to  Karl  Teel, 
Homestead  Publishing  Co.,  10  Hays 
Street,  Bel  Air,  MD  21014  or: 

Fax  (410)  838-6362 


_ PRESSROOM _ 

PRESSMAN  -  Urbanite,  SSC  thoroughly 
experienced  with  4  Color.  Top  Pay  for  Top 
Man.  Union  Benefits  Include  Health, 
Welfare,  Pension,  4  weeks  vacation  after 
three  years,  1 2  paid  holidays. 

Call  Michael  Reicher: 

(516)  484-3300  ext  204  or 
Fax  resume  (51 6)  484-6749 


PRESSRCOM  MANAGER 

The  Hartford  Courant,  in  Hartford,  CT, 
has  an  immediate  opening  for  a  third 
shift  Pressroom  Manager  with  a  mini¬ 
mum  of  5-7  years'  experience  in 
newspaper  pressroom  management. 
We  are  searching  for  a  manager  with 
I  exceptional  interpersonal  and  commu¬ 
nication  skills  and  a  strong  managerial 
background.  Responsibilities  include 
staff  development  and  scheduling;  pro- 
I  ject  implementation;  improving  per¬ 
formance  standards  for  ink/ water 
!  balance,  color  registration,  waste  con- 
I  trol  and  raising  the  quality  standards 
I  of  the  work  being  produced  on  our 
I  four  8-unit  Metro  Offset  presses  each 
with  4  half  decks.  PC  experience  is  a 
plus.  Interested  applicant  may  submit 
resume  with  cover  letter  to  The  Hartford 
Courant,  Attn:  Employee  Services  Depart¬ 
ment,  285  Broad  Street,  Hartford,  CT 
061 15  or  via  E-mail  to: 

hcresumes@courant.com 

I  The  Hartford  Courant  is  an  Equal 
Opportunity  Employer  committed  to 
j  Workforce  Diversity 


_ PRESSROOM _ 

PRESSROOM  FOREMAN 
Press  foreman  needed  for  Zone  2 
seven  day  daily  with  35,000  circula¬ 
tion.  Successful  applicant  should  have 
ability  to  expand  on  already  high  qual¬ 
ity  standards  of  this  newspaper.  Must 
have  proven  track  record  for  training, 
planning,  maintenance,  organizational 
skills,  and  deadline  adherence.  We  are 
looking  for  a  motivator  and  team 
player  who  can  lead  this  department 
into  the  new  millennium.  Experience  on 
Goss  Urbanite  presses  a  must.  Reply  to 
Box  08862,  Editor  &  Publisher. 

PRESSROOM  STAFF  AND  MANAGER 

Prescott  Newspapers,  Inc.  has  open¬ 
ings  for  experienced  commercial  open 
web  press  operators  and  assistant  pro¬ 
duction  manager.  Able  to  work  nights, 
weekends  and  holidays.  Excellent 
I  benefits  and  new  1 6  unit  Goss  press. 
Mail  resume  or  Fax  to  (520)  777- 
8625,  PNI,  P.O.  Box  31 2,  Prescott,  AZ 
86302.  PNI  isE.O.E. 

PRODUCnON/TECH 

NEW  JOB  AT  Cox  newspaper  in 
Texas.  Daily  maintenance  and  trou¬ 
bleshooting  on  computer  systems, 
hone,  LAN,  WAN.  Implement  system 
ardware  and  software  upgrades  on 
Mocs,  PCs,  etc.  Use  report  writer. 
Desirable  qualifications:  knowledge  in 
PCs,  Macs,  UNIX,  SQL,  Sybase,  LAN, 
WAN,  Routers,  Ethernet,  COBOL, 
GEAC,  DTI.  Send  resume  and  salary 
history  to  Publisher,  Lufkin  Daily  News, 
P.O.  Box  1089,  Lufkin,  TX  75902- 
1 089  or  fax  confidentially  to: 

(409)632-6641 


PRODUCnON/TECH 

PREPRESS  MANAGER 
Candidate  must  possess  excellent 
organizational  skills  to  direct  a  staff  af 
20+  employees.  Must  be  PC  and  Mac 
literate  in  electronic  pagination,  ad 
production  and  digital  reception.  Pro¬ 
ven  leadership  and  problem  solving 
abilities  are  needed. 

DIREa-TO-PlATE  OPERATOR/ 

TECHNICIAN 

Position  operates  and  maintains  USA 
Today  print  site  facsimile  department 
direct-to-plate  system.  Ensure  quality  of 
the  plates  output,  provide  technical  trou¬ 
bleshooting  support,  repairing  DTP 
equipment  and  perform  electrical/ 
mechanical  preventative  procedures. 
Must  have  experience  with  electronics 
and  mechanical  troubleshooting. 

A4AILROOM  MANAGER 
Must  possess  skills  in  Mueller  227  and 
308  insertion  set-up  and  mechanics. 

We  have  an  around  the  clock  opera¬ 
tion  with  needs  in  quality  work  in  all 
areas.  Successful  candidate  will  have 
excellent  organizational  skills  and  be  | 
capable  of  overseeing  project  installa¬ 
tions  and  offer  proven  leadership  and  | 
problem  solving  abilities. 

PRESS  OPERATORS 

Experienced  Urbanite  press  operators  ; 
needed.  18  unit  printing,  7  days  a 
week  including  daily  and  weekly 
papers  and  USA  Today.  Must  possess 
excellent  color  setting  registration  and 
maintenance  skills. 

These  four  positions  are  located  in 
Pasadena,  TX.  Please  send  resume  and 
salary  requirements  to  VP  Operations, 
Pasadena  Citizen,  102  S.  Shaver 
Street,  Pasadena,  TX  77506  or  fax 
resume  to  (71  3)  477-9090.  Or  call 
Tom  at  (71 3)  477-022 1  ext.  42 1 . 
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HELP  WANTED 

PRODUCnON/TECH 

PRODUaiON  MANAGER 

The  Daily  Sun  (Knight  Ridder),  an 
8,000  circulation  daily,  is  seeking  a 
production  manager  for  our  pressroom 
and  mailroom  operations  at  our 
Warner  Robins,  GA  facility. 
Responsibilities  include  planning  and 
directing  pressroom,  expense  budgets, 
newsprint  monagement,  equipment 
maintenance  and  other  related 
responsibilities. 

This  position  requires  experience  in 
managing  a  newspaper  pressroom 
and  general  repair/maintenance 
knowledge  in  both  pressroom  and 
mailroom.  Qualified  candidates  need 
to  be  highly  motivated,  possess  good 
communications  and  technical  skills 
and  be  familiar  with  all  the  prepress 
and  mailroom  operations  (I/S  experi¬ 
ence  is  a  plus). 

We  offer  a  competitive  salary  and 
benefit  package  including  health,  life 
and  401  (k). 

Please  send  a  resume  with  cover  letter 
and  salary  requirements  to: 

John  Holl 
General  Manager 
The  Daily  Sun 
P.O.Box  61 29 

Warner  Robins,  GA  31095-61 29 


raODUaiON/TECH 

PRODUCTION  MANAGER 

South  Jersey  Newspapers  Campany,  a 
division  of  MedioNews  Group,  has  an 
immediate  apening  for  a  nands-on 
Production  Manager. 

Responsibilities  include  pre-press, 
press,  and  mailroom  operations  at  two 
printing  facilities  for  three  dailies  and 
commercial  print  operation. 

This  is  an  exciting  and  challenging  posi¬ 
tion  where  dramatic  and  measurable 
results  are  waiting  for  your  direction 
i  and  leadership. 

Successful  candidate  will  hove  Goss 
Urbanite  running  experience  or 
i  thorough  knowledge  of  offset  printing 
I  methods,  working  knowledge  of  Mac 
I  applications  for  ad  and  news  composi- 
j  tion  and  poginatian. 

I  If  you're  a  no-nonsense,  hands-on 
I  Production  Manager  looking  for  an 
I  exciting  opportunity,  fax  me  your 
resume  and  salary  history  at 
(609)  845-6814 
E-mail  to  bhopwd@ool.com 
or  send  to  Barry  Hopwood,  publisher. 
South  Jersey  Newspapers  Company, 
309  South  Broad  Street,  Woodbury, 
NJ  08096. 


FAX  your  ad  to 
212  ♦929  41259 


POSITIONS 

WANTED 

ADMINISTRATIVE 

VETERAN  EDITOR  WHOSE  humor 
pieces  have  appeared  in  major  papers 
needs  work  in  New  York  City  area. 
Full-time,  part-time,  vacation  relief,  you 
name  it.  E-mail  lmcvaluga@aol.com 

EDITORIAL 

$5  A  DAY  for  Editorial  Cartoonist, 
website  http://mypage.ihost.com/ 
usinet.tho0667 

ENERGETIC  BUSINESS  REPORTER  with 
7  years  experience  covering  industries 
such  as  automotive,  real  estate,  steel 
and  high-tech  ready  for  jump  to  large 
daily  newspaper.  Able  to  handle  both 
breaking  news  and  industry  trend 
stories.  Can  relocate.  E-mail: 

chrismoga@aol.com 

LOOKING  FOR  A  FIRST-RATE  news 
editor?  Great  layouts,  headlines,  news 
judgment.  Team  Hoyer.  Contact  Mark: 
(970)  46 1  - 1 1 82  marke@frii  .com 

j  PROOFREADER/COPY  EDITOR  ready 
to  make  your  copy  error-free.  10 
I  years'  experience  in  the  business. 

I  Phoenix  areo.  Call  (480)  81 4-9350  or: 

'  E-mail  scottev@earthlink.net 


FORMER  GANNETT  CONTROLLER, 
victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  as 
controller  and  eighteen  years  in  the 
industry  including  all  facets  of  account¬ 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 
IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos¬ 
ing,  capital  and  annual  operating 
budget  submissions. 

Telephone:  (21 7)  442-6813 
E-mail:  rmoore50@worldnet.att.net 

PRESSROOM 

ARE  YOU  LOOKING  far  an  up  and 
comer?  Someone  to  make  an  impact 
an  your  product  and  production 
department.  Is  your  waste  too  high? 
Quality  low,  production  personnel 
stagnate.  I  can  make  an  immediate 
and  lasting  impact.  I  hove  17  years 
hands-on  experience,  and  an  MBA 
degree.  I  seek  a  pressroom  manager's 
position  with  a  daily  newspaper. 
dfrisco@zbzoom.net  (724)  452-8743 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 

Jeff  (973)  575- 1(X)5 


CLASSIFIED  ADVERTISING 
INFORMATION 


PAYMENT 

Make  check  payable  to  Editor&_ Publisher 
or  charge  to  your  American  Express, 

V7S4  MasterCard  or  Visa.  Please  supply  name 

■■■■  account  number,  expiration  date 

and  card  holder’s  signature. 

Please  note:  International  ads,  new  atxounts  and  positions  wanted  ads  must  pieiiay. 

TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  follov/ing 
information;  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Rease  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX;  (212)  929-1259 
E-Mail;  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfc).com 

QUESTIONS? 

VOICE;  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX;  (212)  929-1259  or  E-mail;  eileenl@mediainfo.com  anytime. 


Attention: 

Positions  Wanted  Advertisers 

For  quicker  placement, 
you  con  Fax  or  e-mail  your  Positions 
Wanted  ad  along  with  your 
Visa/MasterCard/American  Express  card 
number  and  expiration  date. 

(212)  929-1259  or 
E-mail:  michelea@mediainfo.com 


E&P  EMPLOYMENT  ZONE  CHART 

Use  zone  number  to  indicate  location  without  specific  identification 
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BS?P  SHOP  TALK  AT  THIRTY 


by  Bruce  Sanford 


Lessons  from  an  exotic  Island 

El  Nuevo  Dia  won  its  battle  with  Puerto  Rico’s  governor,  but 
newspapers  must  be  wary  of  all  forms  of  government  pressure 


It  is  easy  to  reduce  the  harsh  battle 
between  Puerto  Rico’s  leading  newspa¬ 
per,  El  Nuevo  Dia,  and  Gov.  Pedro 
Rosselld  to  an  isolated  incident  irrelevant 
to  the  mainland.  After  all,  the  island  900 
miles  from  Florida  is  an  exotic  venue. 

So  the  fact  that  the  governor  was  sued 
for  taking  a  page  from  the  caudillo  play 
book  —  using  government  power  to  blud¬ 
geon  a  publication  that  had  the  temerity 
to  criticize  his  record  —  can  be  viewed  as 
a  splash  unique  to  the  Caribbean.  The 
additional  fact  the  El 
Nuevo  Dia's  waged  a 
successful  counterat¬ 
tack  on  First-Amend¬ 
ment  [;rounds  can  also 
induce  complacency. 

As  the  lawyer  who 
represented  the  newspa¬ 
per  during  two  combat¬ 
ive  years,  I  have  some 
advice  for  those  harbor¬ 
ing  an  “It-can’t-happen- 
here”  attitude.  Be  wary. 

This  case  was  no  aber¬ 
ration.  Rather  it  was  a 
significant  indicator  of 
the  news  media’s  stand¬ 
ing  —  or  lack  of  standing  —  in  the  pub¬ 
lic’s  view.  The  innovative  methods  Ros- 
sell6  used  to  punish  El  Nuevo  Dia  for  its 
coverage  can  be  a  model  for  governmen¬ 
tal  manipulation  of  the  press  in  today’s 
media  world. 

Pedro  Rosselld  is  hardly  a  troglodyte. 
He  is  a  media-savvy  politician  respected 
by  his  peers.  He  served  as  head  of  the 
Democratic  Governors’  Association,  has 
good  connections  with  Bill  Clinton’s 
White  House,  and  has  raised  funds  for  A1 
Gore’s  2000  presidential  campaign. 
Rosselld  won  a  second  term  in  1996  and 
remains  relatively  popular  with  Puerto 
Rican  voters. 

That  popularity  —  and  his  sense  of  the 
public’s  skepticism  about  the  news  media 
—  made  the  governor  feel  comfortable  in 
challenging  not  only  the  island’s  newspa¬ 
per  of  record  but  also  the  distinguished 
Ferr6  family  that  owns  it.  The  patriarch, 
Don  Luis  Ferr6,  now  95,  founded  the  pro¬ 


statehood  party  now  headed  by  Rosselld. 
Ferre  also  served  a  term  as  governor.  His 
son,  Antonio  Luis,  is  now  publisher  of  the 
newspaper  and  head  of  its  corporate  sib¬ 
ling,  the  Puerto  Rican  Cement  Co.,  a 
major  enterprise. 

When  members  of  the  third  generation, 
Luis  Alberto  and  his  sister  Maria  Luisa, 
became  co-editors  of  the  paper  three  years 
ago,  they  brought  new  energy  to  public 
affairs  coverage.  This  produced  investiga¬ 
tive  stories  pointing  to  misfeasance  in 
government  agencies. 

In  April  1997,  the 
day  after  publication  of 
a  critical  review  of  the 
first  100  days  of  Rosse- 
116’s  second  term,  18 
government  agencies 
cancelled  advertising 
commitments  with  El 
Nuevo  Dia.  Soon  after, 
the  cement  company 
also  felt  the  lash  in  the 
form  of  cancellation  of 
existing  permits  for 
construction  projects. 
Other  forms  of  retalia¬ 
tion  also  appeared. 

While  the  government  claimed  in  pub¬ 
lic  that  it  was  merely  saving  taxpayers’ 
money,  intermediaries  told  the  editors  pri¬ 
vately  that  if  the  paper  toned  down  its  cov¬ 
erage,  official  pressure  would  ease.  After 
eight  months  at  an  impasse,  the  Ferr^  fam¬ 
ily  company  brought  suit  in  U.S.  District 
Court,  claiming  that  its  First-Amendment 
rights  had  been  violated.  The  complaint 
listed  Rosselld  and  six  subordinates  as 
defendants. 

It  was  noteworthy,  as  the  litigation 
process  ground  on,  that  the  dispute  seemed 
to  cost  the  governor  little  political  capital 
despite  its  ramifications.  Puerto  Rico’s 
treasury  was  paying  millions  to  the  1 1  law 
firms  hired  by  the  defendants.  Cancellation 
of  the  cement  company’s  projects  cost  jobs 
and  deprived  300  low-income  families  of 
housing  planned  for  them.  Press  organiza¬ 
tions  and  editorial  writers  on  the  mainland 
condemned  the  governor’s  actions  in  strong 
terms  (E&P,  May  22,  p.24).  The  discovery 


process  brought  to  light  a  proposal  to  divert 
government  advertising  to  another  newspa¬ 
per  in  exchange  for  favorable  coverage. 

Yet,  the  governor  was  able  to  withstand 
that  bad  news.  He  and  his  colleagues 
began  to  waver  only  after  two  important 
court  decisions.  First,  the  trial  judge  ruled 
that  the  governor  and  two  of  his  associ¬ 
ates  could  be  held  personally  liable  for 
damages.  The  First  Circuit  Court  of 
Appeals  upheld  that  decision.  Then  the 
District  Court  held  that  the  cement  com¬ 
pany  could  sue  “derivatively”  on  First- 
Amendment  grounds,  even  though  its 
right  to  free  expression  had  not  been 
directly  threatened. 

Thanks  in  large  part  to  those  rulings, 
the  defendants  last  month  agreed  to  a  set¬ 
tlement  that  gave  the  Ferres  what  they  had 
sought  —  the  end  of  all  forms  of  govern¬ 
ment  retaliation  against  both  the  newspa¬ 
per  and  the  cement  company.  Further,  it 
provided  for  a  new,  objective  system  for 
allotment  of  government  advertising. 

While  this  round  went  to  First-Amend¬ 
ment  supporters,  it  is  sobering  to  realize 
that  Puerto  Rico’s  government  was  able  to 
conduct  its  retaliation  campaign  for  25 
months.  During  that  period,  it  inflicted 
more  material  damage  on  the  cement  com¬ 
pany  than  on  the  newspaper.  In  an  pra  when 
many  news  organizations  are  components 
of  diversified  enterprises,  with  corporate 
cousins  vulnerable  to  government  pressure, 
that  model  for  manipulation  is  scary. 

Further,  to  put  George  Bush’s  phrase  in 
a  new  context,  the  Ferres  had  both  the  will 
and  the  wallet  to  stand  firm  against  the 
government’s  onslaught.  Both  the  finan¬ 
cial  cost  and  the  distraction  from  normal 
business  were  considerable.  One  wonders 
how  many  newspaper  owners  can  muster 
the  cash  and  the  courage  necessary  if  put 
to  a  similar  test. 


Sanford  is  a  partner  of  Baker  & 
Hostetler.  His  book  “Don’t  Shoot  the 
Messenger:  How  Our  Growing  Hatred 
of  the  Media  Threatens  Free  Speech 
for  Alt  of  Us”  wilt  be  published  in 
August  by  The  Free  Press,  a  division 
of  Simon  &  Schuster. 


The  innovative 
methods  Rosselio 
used  to  punish 
El  Nuevo  Dia  ... 
can  be  a  model 
for  governmental 
manipulation 
of  the  press ... 
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Ferag  Integrated  Control  System 


The  total  control  system  for 
all  post-press  production! 


•  One  package  controls  and 
monitors  an  entire  facility! 

•  Modular  design  lets  you  buy 
only  what  you  need! 

•  Scalable  from  the  smallest  to 
the  largest  operation! 

•  Uses  standard  hardware, 
existing  computer  networks! 


Controlling  and  monitoring 
newspaper  production  has  never 
been  easier — or  more  efficient! 
Ferag's  user-friendly  ICS  utilizes 
familiar  Windows  environment, 
is  compatible  with  existing 
software,  controls  equipment 
regardless  of  vendor!  Provides 
real-time  zoning  control,  totalizing 
and  fiexibte  release  control.  O 
tells  you  quantity  and  location  of 
product  at  every  stage,  gives 
you  instant  control  of  every  func¬ 
tion  from  babncing  press  leads  to 
bundle  distribution.  Tight  security 
prevents  unauthorized  use,  event 
log  simplifies  production  analysis. 
Call  800-355-0892  today 
and  get  all  the  facts! 


DESIGNED,  BUILT,  SOLD  AND  SERVICED  BY; 


FERAG 

FERAG  AMERICAS,  KEYSTONE  INDUSTRIAL  PARK,  190  RITTENHOUSE  CIRCLE,  BRISTOL,  PA  19007  0137 
215  788  0892  TOLL  FREE  800  355  0892  FAX:  21 5  785  0604 
VISIT  OUR  WEBSITE  AT  www  ferog  cimericas  com 

A  COMPANY  OF  WRLl  WALTER  REIST  FIOLDING^AG 


“Excellent  Return.” 


"Fro  Football  Ibis  Week  helped  the  Joplm  Globe 


such  as  sports  bars,  electronics  retailers  and 


automobile  dealers.  We  plan  to  catch  more 


revenue  with  the  publication  in  1999  ” 


Tom  Sanders 
Advertising  Director 
Joplin  Globe 
Joplin,  Mo. 
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Media 


800-217-8679 

moreinfo@ttmedia.coni 


TTM  Products:  Kids  &  Families;  Curiocity  for  Kids,  and  Curiocity's  FreeZone:  Health  &  Fitness:  AcUvefimes,  healthfile; 
Entertainment  Ck)verstory,  'oology:  Sports  &  Outdoor  Recreation:  Basketball  This  Week.  Pro  Football  This  Week  Track  &  Speed;  Golf  This  Week 


expand  its  football  editorial  coverage  and  secure 
$42,000  in  ^requenc\'  advertising  from  advertisers 


